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THE SOUTH’S FIRST TV STATION 


WIVR 


RICHMOND 


SERVING VIRGINIA WITH 
MAXIMUM POWER-MAXIMUM HEIGHT 


CHANNEL 6 


NO OTHER STATION IN THIS MARKET 
HAS ANY GREATER ANTENNA HEIGHT 


1049 FEET... 


~NO OTHER STATION IN THIS MARKET 
HAS COMPARABLE TV FACILITIES 


TQ 1049 FEET ON CHANNEL 6 


A SERVICE OF HAVENS & MARTIN, INC. REPRESENTED NATIONALLY BY BLAIR TV. INC. 
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Hts Here! RCAS Production 





MORE EFFICIENT 


“All-in-one" Processing Ampli- 
fier combines the signal 
processing functions of previ- 
ous channel amplifier, gamma 
corrector, shading generator, 
and monitor auxiliary. 


Performs 
4 Functions 


COMPACT 


The new equipment utilizes 
only 100 inches of rack space; 
Only can be mounted in only 1% 
acks for efficient, t 
1% Racks en” — 


LOW OPERATING COST 


Requires half the ac power 
needs of conventional equip- 
ment and permits elimination 
of 50% of former de power 
supplies. Uses 9 less rack- 
mounted units, and 134 fewer 
tubes — conservatively oper- 
ated for extended life. 


FAST SETUP 


Centralized controls minimize 
setup time, require but a single 
operator for control functions. 
In addition, over-all stability, 
improvement in camera per- 
formance and picture quality 
ore assured. 























.. with the revolutionary 


all-electronic 


processing amplifier 





and only 2 operating controls 
for entire camera chain 





12-Page Descriptive Brochure 
Available on Request. 


RCA TK-41 TYPE COLOR CAMERA 












COLOR CAMERA TV EQUIPMENT 


No need to wait any longer for production live color TV 















equipment! RCA has it now ...a complete new TK-41 





Color Camera chain with new all-in-one Processing 
Amplifier, which combines four major functions in one. 
It not only provides important savings in components, 
floor space and operating costs, but assures highest quality 
at lowest expense. 


This is the complete color camera TV equipment that 
television stations are now using in their swing to color, 
or in expanding their color facilities. For complete tech- 
nical information, call your RCA Broadcast Sales repre- 
sentative. In Canada, write RCA VICTOR Company 
Limited, Montreal. 


RCA Pioneered and Developed Compatible 
Color Television 


a | 





RADIO CORPORATION of AMERICA 


BROADCAST AND TELEVISION EQUIPMENT CAMDEN, N.J. 











Perry Como WSAZ-TV 
2. Big Story WSAZ-TV 
Fireside Theatre WSAZ-TV 
4. Life of Reilly WSAZ-TV 

5. Lassie Station B 
6. Lux Video Theatre WSAZ-TV 

7. Colgate Comedy Hour WSAZ-TV 

8. Bob Hope WSAZ-TV 

9. Saturday Night Jamboree WSAZ-TV 
People Are Funny WSAZ-TV : 
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has the 11. Groucho Marx WSAz-TV 
audience sewed up 12. Waterfront WSAZ-TV 
in the Huntington- | org Big niet WSAZ-TV 
Charleston | Big Surprise WSAz-TV “ 
television market | 15. Robert Montgomery wsaz-Tv 
7 16. Grand Old Opry wWSAz-Tv 
with 2Soutof27 {| || 17. Ford Theatre WSAz-TV 
top night-time _ / 18. Father Knows Best WSAZ-TV 
shows* 19. Dragnet WSAZ-TV 


20. I Love Lucy Station B 
21. George Gobel wSAz-Tv 
22. Producer’s Showcase WSAZ-TV 
23. Truth or Consequences WSAZ-TV 
| 24. Loretta Young WSAZ-TV 
pe 25. Wild Bill Hickok wsaz-Tv 
26. People’s Choice wsAz-Tv 
27. This Is Your Life wsaz-Tv 


*and all the top 

- }} cumulative daytime 
|) ratings, too, according 
|| to ARB, Nov. 1955. 
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Letter from the Publisher 
The New Frontier 


Color television is without question the immediate challenge of 
our industry. 


The year 1956, from all available information, will see the 
breakthrough of color both at the station level and in receiver sales. 


As our lead story points out, some 253 stations are equipped to 
carry network color, 74 are telecasting color slides and film and 


43 are equipped for local live. 


The outlook on set sales ranges from a conservative 300,000 to 
the more optimistic one of a half million for this year. TELEVISION 
AGE goes along with the optimists, predicting that 500,000 in color 
set sales will be reached by the end of 1956. 


In this connection, it is interesting to note the five-year prediction 
made by Rodney Erickson, vice president of Young & Rubicam, 
who has analyzed the picture this way: 1956, 300,000; 1957, 2 
million; 1958, 6 million; 1959, 12 million. By 1960, he predicts 
20 million color sets. 


Color tv, in a sense, is a new medium. It adds to the impact of 
black and white by geometric progression. 


The nation’s leading economists tell us that distribution, market- 
ing and sales are the avenues through which continued prosperity 
will be achieved. Our first half century was one of production. The 
years ahead of us depend on how efficiently our advertising and 
selling machinery functions. Color tv with its possibilities of even 
further revolutionizing advertising and selling techniques becomes 
probably the most important force in our economy. 


A great deal remains to be done. Color tv is not here in the sense 
of its being a mass medium. The manufacturers have a hard-hitting 
promotional and sales task ahead of them. The networks and indi- 
vidual stations will have to provide the programming. But the tool- 
ing-up will certainly take place during the next 12 months. 


H. Leslie Hoffman, president of Hoffman Electronics Corp., has 
come up with a suggestion that the political conventions this year be 
broadcast in color. The colorcasting of such special events would 
certainly step up set sales. 


Color should pay off for those pioneer telecasters who have in- 
vested heavily in blazing the trail. They will not only benefit from 
their leadership status but their pioneering efforts will be repaid 
many times over. It will come in the form of their familiarity with 
the new medium, a better rate structure and increased audience 
ratings. Color is indeed the new frontier of the television business. 


Cordially, 


Sy. Vaal 








* sales results 
in the Channel 8 
Multi-City Market 


WGAL-TV 


LANCASTER, PENNA. 
NBC and CBS 


For sales results in this region 
—reach its 314 million people 
who own 912,950 TV sets, 
have a yearly potential buying 
capacity of $51 billion. 




















Channel 8 Multi-City Market 
\ 


Harrisburg Reading 
York Lebanon 
Hanover Pottsville 
Gettysburg Hazleton 
Chambersburg Shamokin 
Waynesboro Mount Carmel 
Frederick Bloomsburg 


Westminster Lewisburg 
Carlisle Lewistown 
Sunbury Lock Haven 
Martinsburg Hagerstown 








“316,000 WATTS 


STEINMAN STATION 
Clair McCollough, Pres. 


Representatives: 

MEEKER TV, INC. 
New York Chicago 
Los Angeles San Francisco 
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., yet known throu oughout out the nation. ss a — 


akc, ce, as 


Although known from coast to coast, the Statue of Liberty's 


inspiration is greatest at home. 


Storer Stations, too, have achieved national recognition. But it is their _ 
impact upon the local audience that brought truth to the phrase, 


“for sales success — sell it on a Storer Station.” 


“A Storer Station is a Local Station.” 





WSPD - WSPD-TV WJBK~: WJBK-TV WAGA>~ WAGA-TV WGBS - WGBS-TV KPTV 


se) (Te fo @ alte Detroit, Mich. PX ileliicMCrer Miami, Fla. Jelailelile Olam 
WWVA WBRC + WBRC-TV WJW + WXEL-TV <2 
Wheeling, W.Va. Birmingham, Ala. (Oi N7-\ elite PO) illon i ~ <*> 
NATIONAL SALES HEADQUARTERS: 
TOM HARKER, National Sales Director BOB WOOD, National Sales Mgr. 
118 E. 57th St., New York 22, MUrray Hill 8-8630 
LEWIS JOHNSON, Midwest Nat'l Sales Mgr. GAYLE V. GRUBB, Pac. Coast Nat'l Sales Mgr. 
” 3 -.230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 111 Sutter St., San Francisto @ 4, Calif., SUtter 1-8689 











A SINGLE 
OUTLOOK 
IS 
BETTER 


Janus was the fellow who could look in two directions at once. 
His feat may have had certain ocular advantages, but he 
unquestionably suffered from divided attention. 


Not so with Harrington, Righter and Parsons where policy is 
to concentrate in only one direction, giving exclusive 
attention to television station representation. These 12 

stations insist on complete, intelligent service. 

Our singleness of purpose gets it for them. 


Harrington, Righter and Parsons, Inc. J ¢j2.,." 


Chicago 


television — the on/y medium we serve San Francisco 
Atlanta 


WROW-TV Albany WAAM Baltimore WBEN-TV Buffalo WJRT Fiint 
WFMY-TV Greensboro WTPA Harrisburg WDAF-TV Kansas City WHAS-TV Louisville 
WTMJ-TV Milwaukee WMTW Mt. Washington WRVA-TV Richmond WSYR-TV Syracuse 
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| from “ROLL FILM” 
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WBEN-TV FILLS SECONDS 





with YEARS and YEARS of EXPERIENCE 





Into each precious second of your WBEN-TV spots 
goes the accumulation of years of technical television skill. 


Projectionists, control engineers, cameramen and 
directors represent the ultimate in combined experience 
in handling your television commercials. 


And to this background of mature skills and television 
know-how WBEN-TV adds its station philosophy of an 
uncompromising and scrupulous regard for QUALITY 
inherited from a quarter century of successful radio 

service and continued in 1948 when WBEN-TV pioneered 
television in Western New York. 


To get the best from your commercials use the station 
that gives you the best in quality production . . . 
best in coverage. Use WBEN-TV! 


YOUR TV DOLLARS COUNT FOR MORE ON CHANNEL 4... BUFFALO 


WBEN / TV 


CBS NETWORK BUFFALO, N. Y. 


WBEN-TV Representative 
Harrington, Righter and Parsons, Inc., New York, Chicago, San Francisce 
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Fastest- moving film in television! 








- They don’t sit around long on the 
igor : | shipping-room shelves at CBS Television 
8 | Uf | / +——— Film Sales. For here are the stand-out 
: J/ y NV ¢ ad shows in the syndicated film field... 
4 / | | the audience-proven programs of the 
/ fp LZ Vv sparkling variety and dramatic impact 
P VY that gave CBS Television Film Sales 
the biggest year of its life in 1955. 


\ Ne 





y y Whatever your program choice may be— 
adventure, comedy, drama, Westerns 

| or news—here you'll find the big-name, 

| top-quality productions ...every one 

/ a time-tested audience-winner. 


f / EE Tay And there’s more to come, because 

V/ | Zz | p expansion is the word for ’56. Nearly a 

: ii — dozen major new properties are being 

\ = | readied. Merchandising and promotion 
| departments are being enlarged. Sales 


aa” ! | . . . . . . . 
\ is | 7 | service and distribution facilities are 
| better than ever. There’s expansion and 
excitement everywhere you turn, from 
\ 


story conference to shipping room! 


: And there’s a show for your needs at 
: Pm }/ . ! / fast-moving CBS Television Film Sales. 
ie f | \fi/ Take a look at the list below, then call 
, / our nearest office— New York, Chicago, 
er Los Angeles, Detroit, Boston, St. Louis, 
San Francisco, Dallas, Atlanta. In Canada: 
S. W. Caldwell, Ltd., Toronto. 


= = = CBS Television 
J === Film Sales, Inc. 


Distributors of Amos ’n’ Andy, The Gene Autry Show, 
Buffalo Bill, Jr.,Cases of Eddie Drake, Fabian of Scotland 
Yard, Holiday in Paris, Files of Jeffrey Jones, Life with 
Father, Adventures of Long John Silver, Annie Oakley, 
The Range Rider, San Francisco Beat, The Whistler, 
Red Ryder and Newsfilm—a product of CBS News. 
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IN LESS THAN TWO YEARS PULSE AGREES! 
SINCE THE FIRST TV AUDI- ber 1955 Te ~ no 
ENCE SURVEY WAS MADE KJEO with s 














IN FRESNO, KJEO HAS seven, _ is out of the 
STEADILY CLIMBED IN POP- fiftee 
ULARITY TO ITS PRESENT KJEO — 5 ie covereee. 


TOP POSITION. CBS AND ay part i" 
ABC PROGRAMS COMBINE nee 

tion gives KJEO much greater 
WITH THE BEST SYNDICATED coverage from Merced nertl 


FILMS AND WELL ESTABLI- A 
through Stanislaus County. Ask 
SHED PERSONALITIES. your Branham ‘men! 













THE BEST IN BUILDING 
(AUDIENCE, THAT IS) 


KJEO-TV 


Fresno, California 
Channel 47 
CBS - ABC 








See Your Branham Man 
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Here's WWTV's 


asc: 1956 MAGIC 
Television Age 
FORMULA 


National advertisers are watchjul as V+M+P= SALES 


chrome programming and set sales expand 





V = Viewers 
44 COLOR RATES 


Most stations, with costs uncertain, M= Merchandising 
are charging only interim color fees 


P = Promotion 


46 COLOR INTRODUCTION _ - 


wosu-Tv New Orleans advises 4 
an advertiser-first approach It’s the 


SURE-FIRE 
48 THE SAMOVAR REPORT 
What capitalistic America does FORMULA 


to a Russian invention, teeveesky 


for 
50 JEWELRY STORES AND MANUFACTURERS SURE-FIRE 
Even smaller retailers find tv 
their best year-long investment SALES 
on 


52 HOW LATE DO YOU WATCH? 
. . ] 
Nearly half of New York sits up late Michigan $ 


to follow television, The Pulse reports 


<a ienees BIG SELL 


A special list of stations with color 


on network, slides, film or at home Station 


DEPARTMENTS 


7 Publisher’s Letter 88 Network Schedule W W l V 
Report to the readers The February line-up 


25 - 
Tete oer , : = 91 Wall Street Report VHF Channel 13 
What's ahead behind the scenes ; : 
The financial picture Serving Michigan 
27 Newsfront E 
The way it happened 113 Set Count from Cadillac 


Market-by- k i s 
31 Business Barometer Peersy marae foures 


Measuring the trends 
113 New Stations CBS-ABC 
7 Film Sales 


The openers’ openings 
The month’s contracts 


Represented Nationally by 
123 In the Picture 


~] 
uw 


Washington Memo 








ogee Portraits of people in the news WE E D 
Tv’s importance to government 
79 Spot Report 126 In Camera 
Digest of national activity The lighter side 
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“4,000,000 watts 
tor KPTV “i 
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Oregon's TV Giant is now the most sl STORER NATIONAL 


. SALES HEADQUARTERS 
powertul station in the entire West! ; 
EE TOM HARKER, V.P., National Sales Director 


es . e ° : 118 E. 57th Street, New York, Eldorado 5-7490 
= Vv ion in the Pacific 
KPTV Portland—the GIANT television statio the eo Nip al 
Northwest — has increased power to 1,000,000 watts to be- 118 E. 57th Street, New York, Eldorado 5-7690 
e . — LEW JOHNSON, Midwest TV Sales Manager 
come the most powerful station in the West. The addition 230 N. Michigan Ave., Chicago, FRanklin 2-¢498 
' 7 . : H H “ GAYLE V. GRUBB, V.P., West Coast Sales Manager 
of a new tower 1,281 feet above average terrain to this giant wey he gy dy ee athgg dn 
size power increase means MORE SALES in the big-buying 


Oregon market. Get the facts from NBC Spot Sales or call Represented Nationally by 


KPTV today. SPOT SALES 
Portiand, Oregon 


KPTV 
Tan 








DO AS LEADING 
TV STATIONS DO 
























































































































CLEAN YOUR FILMS 
WITH 
THE NEW IMPROVED 


Feco ° 1500 


ANTI-STATIC FILM CLEANER 


NO CARBON TET 
or TRICHLORETHYLENE 


Used by NBC, CBS and many 
others. Better cleaning means 
clearer, brighter projection. 
Eliminates dust attraction 
which causes poor screenings. 


Here’s Why ECCO #1500 is Better: 


Cleaning properties 
better than carbon tet 


tS 


Leaves film permanently free 
of static 


Dries faster than carbon tet 


Keeps film pliable, eliminates 
waxing 


Mild, non-irritating odor 


LOW COST—less than 2¢ 
cleans 400 feet of film 


Equally effective for negative 
or prints 


~~ 4.64 6 


<6 


Invisible anti-static coating 


In ECCO 1500 you have all the 
cleansing qualities of carbon tetra- 
chloride without the dangers. Add 
years of life to your film. 


CLEAN and INSPECT FILM 
in one easy operation with the 


ECCO SPEEDROL APPLICATOR 


Save time, fluid, labor, money 
Bakelite Construction—lasts a lifetime 


Without obligation, write 
today for illustrated bro- 
chure. Ask your dealer, or 
order direct. 


ELECTRO-CHEMICAL 


PRODUCTS CORP 
60 Franklin Street e@ East Orange, N. J 








444 Madison Avenue, New York 22 


Knowledgeable 

How you people can say so many 
things so well, so often remains a pleas- 
ant mystery to me. “Confessions of a 
Conference Man” in your latest issue 
indicates such a thorough knowledge 
on the part of the author — regardless 
of the spoof — on the subject of which 
he speaks. Although we have been in 
business since 1948 we have yet to 
produce a single commercial because 
we find it impossible to give the kind 
of service we want to give to a client 
at a fair price — working through an 
agency. 

This does not mean that we condemn 
agencies per se, or even their function 
as go-betweens. We have had pleasant 
and fruitful dealings with most of the 
leading companies such as Kudner and 
Compton, but | believe it was because 
in each case we had something very 
special which filled their need and 
which did not involve a common crea- 
tive effort. In other words, they came 
to us to buy what we had to offer 
rather than telling us to do something 
that in their hearts they knew they 
could do better —if only they knew 
how. 

KONSTANTIN KALSER 

President 

Marathon Tv Newsreel 

New York City 

Note: Bill Ballard, who wrote “Confessions 
of a Conference Man” has had experience on 
both sides of the fence. At present he is em- 


ployed by one of the largest and most reput- 
able of New York agencies. 


interested, Subscribes 
Have read with avid interest . . . 
coverage of film . . . in addition to the 
excellent reporting on the television 
industry. Enclosed you will find my 
check for $5 for a year’s subscription 
to your fine magazine. | am looking 
forward to studying your Yearbook. 
Harvey CHERTOK 
New York City 


Cogent Comment 
. . the most straightforward com- 
(Continued on page 18) 











THOMAS 
VISCARDI 
* Time Buyer 
.| Kenyon & 
’ Eckhardt 





“Carefully examining the 
Southern New England 
television market, | came 
across an important fact 
indicating WNHC-TV’s 
dominance in the market. 
91* daily and weekly 
newspapers and magazines 
publish the Station's pro- 
gram listings in Connecticut, 
Long Island, and Massachu- 
setts. This represents a 
readership of 2,492,000 
New Englanders. It’s ob- 
vious, a newspaper will 
only publish a station’s 
programs when it is satis- 
fied there is sufficient 
reader interest and station 
penetration.” 


















*Names of publications and ABC 
figures on request. 





COVERS CONNECTICUT COMPLETELY 
316,000 WATTS MAXIMUM POWER 
Pop. Served 3,564,150 - TV Homes 948,702 













d by the katz agency, inc. 


ul 


| 8+ Television 
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Letters (Continued from page 17) 


ment I can make regarding it (TV AGE) 

is enclosed — my check for a subscrip- 
tion. 

Daviy W. DoLe 

Leo Burnett, Inc. 


Chicago, Ill. 


Real Estate Article 
The lengthy part that Peter Bluesten 
and wTvJ played in your real estate 
article this week hit all concerned with 
a concussion. It was merely excellent. 
GEORGE VICKERY 
wtvJ Miami 


Product Group Success Series 


Congratulations on the informative 
and helpful series of studies you are 
doing concerning the various classifica- 
tions of television advertisers. To our 
knowledge, you have so far covered 
Bakeries, Dairies, Banks and Savings 
and Loan Institutions, Dry Cleaners 
and Laundries, Groceries and Super 
Markets and Furniture outlets. 


TELEVISION TRANSMITTER DEPARTMENT e 


Since KSBW-TV is the only television 
station in a three-county area, a large 
part of our job with local advertisers 
is to educate them to television as an 
advertising medium. . . . Already your 
articles have been instrumental in get- 
ing additional business for KSBW-TV, 
including local program sales to go 
with the network lineups which we 
carry ... keep em coming. 

GraHaM H. Moore 
Sales Manager 
KsBw-Tv Salinas-Monterey 


. . thanks for the splendid article 
on television advertising (“Home- 
builders and Real Estate”). May we 
have your permission to reprint all 
or portions of it? 

Rocer C. LAKEY 

Managing Editor 

National Real Estate and 

Building Journal 

Cedar Rapids, lowa 

Note: Permission granted. This was the 
seventh in the product group television suc- 
cess series. Six have been reprinted by per- 
mission in other trade magazines in the fields 
covered by the various articles. At least one 
was reprinted in three DIFFERENT publications. 


ALLEN 


| would very much like to have a 
copy of your September 1955 issue or 
some reprints of your article on banks 
and savings institutions. 

Ratpu H. Wricut 
The Bayless-Kerr Co. 
Cleveland 


Note: For reprints of stories in the Product 
Group Success series see coupon en page 
119. 


The 1956 Yearbook 

What a yearbook! We here on the 
West Coast are always gratified when 
film syndicators, distributors and sim- 
ilar tv services get the attention — and 

listings — they deserve. 
GLENN HUNTER 
Los Angeles 


You are to be congratulated on your 
1956 edition of TELEVISION AGE Year- 
book. It assembles a very valuable col- 
lection of pertinent data covering the 
tv industry. However, I have one com- 
plaint. Having listed, painstakingly, 
the names of persons in all types of 
categories, you ignore completely “Man- 
agement Advisory Services.” I, for 
(Continued on page 23) 


HROME Cost 
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DU MONT LABORATORIES, INC., 


CLIFTON, N. 


J. 








SPOTLIGHT 


your advertising 


TOPS IN 4 TOPS IN | TOPS IN 


COVERAGE a PROGRAMMING 
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TOPS FOR SALES 


KGLO-TV, according to the latest 
ARB—delivers 20 of the top 
once-a-week shows, 7 out of the 
FIRST IN as ia ae energy 

out o quarter-hour night- 
AUDIENCE time firsts. By any audience 
yardstick KGLO-TV is way out in 
front! 


KGLO-TV full 100,000 watts power 
gives balanced urban-rural area 
coverage. Its signal penetrates 
FIRST IN the Worlt's moat prosperous farms 
and wealthiest small cities. 
IS KGLO-TV reaches 99,370 tv 
families with $409,726,000 to 
spend. 











KGLO-TV programming is “ f 

directly to the viewers in this 

rich Iowa-Minnesota countryside. 
FIRST IN With top CBS shows and top local 

PROGRAMMING live programs, you have a 

guaranteed audience that means 

sales results for your products. 





FULL POWER, 100,000 WATTS 


MASON CITY 
yor ALBERT LEA| AREA - 
puy-word AUSTIN 


| 
CHANNEL 3 - CBS © 
| 








LEE BROADCASTING, INC. 
Represented by WEED TELEVISION 














KHQA-TYV, as shown by ARB—dominates 
the audience in the Quincy-Hannibal- 
Keokuk area with 17 out of the 
top 21 once-a-week shows, all 

10 of the top multi-weekly shows 
and 147 out of 210 quarter-hour 
night-time firsts. Leads in all 
surveys morning, noon and night! 


KHQA-TV, with its full power of 
316,000 watts, sends your 
advertising message into the 
homes of 149,060 tv families in 
Illinois, Iowa and Missouri. 
Here is an area unduplicated by 
outside stations. The KHQA-TV 
signal penetrates the farms and 
cities in the rich, fertile 
Mississippi Valley, one of the 
nation’s richest areas. 


——v/— 





— or 


Program know-how plus merchan- 
dising service insures audience 
domination. This dominance 
makes KHQA-TV a basic must 
for any successful campaign. 
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FULL POWER, 316,000 WATTS 


KHQA-TV 


CBS © CHANNEL 7 
LEE RADIO INCORPORATED 
Represented by WEED TELEVISION 
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Letters (Continued from page 18) 


one, regard myself as a definite part 
of the television industry. . . . 

Ricwarp P. DoHERTY 

Television Radio Management 

Corp. 

Washington, D. C. 


and speaking of your latest 

product, the 1956 yearbook issue. We 

here thought it very well done, and my 

secretary's already cornered it to keep 
on her desk. Congratulations! 

H. L. HERBERT 

Chicago 


. . Sincerely extending our congrat- 
ulations on the first TELEVISION AGE 
Yearbook . . . for a great job .. . and 
a great contribution to our industry. 

It is right smack in front of me as I 
write and I use it every day. .. . 

Davin A. BADER 

Vice President 

Atlantic Television Corp. 

New York City 


Received our copy of the TV AGE 
yearbook and think it looks great. Con- 


gratulations for putting the index 

where it can be seen when it’s needed 
-at first glance. 

Joun O’Brien 

Dayton, Ohio 


Thinking of Phiico 
I enjoyed very much reading the 
story about Philco . . . we appreciate 
your thinking enough of Philco to 
want to have a story of this kind in 

your magazine. 

Joun M. OTTER 
Executive Vice President 
Philco Corp. 
Philadelphia 


. the article on Philco . . 
most interesting to read. 


. was 


J. M. SKINNER 

Vice President and General 
Manager, Television Division 
Philco Corp. 

Philadelphia 


Film Commercial Index 


. . a much-wanted service could be 





provided for your readers by the in- 
clusion of an index, arranged by ad- 
vertisers, of the film commercials listed 
under your Film Sales department. . . . 
For the sake of space, the index might 
be arranged with letter symbols for 
each producer. 
For example: General Motors . . . 
AP, GB, KF 

which would indicate that films for 
General Motors had been produced by 
Academy Pictures, George Blake En- 
terprises and Kling Film Productions. 
Your readers would still have to con- 
tact the listed producers to find out 
who did which film for which product, 
but it would narrow down their job 
considerably. . . . I’m sure that many 
agencies and advertisers are continu- 
ally interested in ascertaining who pro- 
duced a particular film that they see 
on the air, with as little research as 
possible. 


Hat WEAVER Jr. 
Television Director 
Monroe F. Dreher Adv. 
New York City 


Note: Suggestion is being considered. 





DON T OVERLOOK THE FACTS 


<> Keep watrfhing this space for 


more revegling facts! 


Camera employs simple cath 
ode-ray ‘ube costing only 
$100. Life expectancy of 4000 


to 5000 hours, or 
mately 2 


approx! 
ents per hour cost 


Permits color broadcasting 
on modest budgets. Costs no 
more than monochrome 1.0. 
system. May be used for 
monochrome as well as color. 
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TUBE CosT... ap 


Fact Number 2 for 


ALLEN B. 


color TV system 


bximately 2¢ per hour 
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TELEVISION TRANSMITTER DEPARTMENT e 


DU MONT LABORATORIES, INC., 


CLIFTON, WN. 
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is the only station 








in the OMAHA MARKET 


completely equipped 
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Local Live, 


In pioneering color television in the Omaha 
area, KMTV became the first TV station in the 
Midwest to order network color equipment 
(Aug. ’53) ... the 15th station in the nation 
equipped for local live colorcasts . . . and the 
fifth station in the nation (not owned by a net- 
work) to have two color cameras! 


KMTYV further increased its color leadership 
by becoming a basic affiliate of NBC on January 











Slide and Film, and Network! 


ist. The combined KMTV-NBC color schedule 
for January alone totaled over 100 programs. 
This color pioneering follows the same pattern 
as KMTV’s_ black-and-white popularity in 
Omaha. The latest Trendex (Jan. 2-8, 1956), 
for example, gave KMTV a 63.8 share of audi- 
ence as against 36.2 for the CBS station in the 
3:00 to 6:00 p.m. time period. For the entire 
afternoon, KMTYV leads 54.5 to 45.5. 


Dials stay on Channel 3 at night, too. KMTV 
has a 52.3 share of audience against 47.7 in the 
6:00 to 8:00 time period. 


So talk to the television leader in Omaha. 
Contact KMTV or your Petry man today. 


KMTV's two color cameras 
are shown at left during a local 
live colorcast from the KMTV studios. 


COLOR — OXNy 
TELEVISION I eee uae 
CENTER Id ss 


CHANNEL 3 


MAY BROADCASTING CO. 
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Lamp Speeds Color Tube Manufacture 

New Sylvania RF lamp, powered by radio frequency 
energy, expected to improve production technique in manu- 
facture of color television picture tubes. Sylvania engi- 
neers say that light is best known method for fixing red, 
green and blue phosphors on face of tube by photographic 
process. They estimate new lamp will cut time for this 
process in half. Engineers are experimenting with the new 
lamp for set lighting because of its ability to furnish a 
brilliant light with little heat. Lamp lasts about 100 hours 
and sells for $1,000. 


Planters Will Use Spot 

Planters Nut & Chocolate Co. will be using spot tv sched- 
ules to implement a heavy magazine, newspaper and car 
card campaign during 1956, the company’s 50th anni- 
versary. The Lynn Organization, Wilkes-Barre, is the 
agency for the east, W. P. McLaughlin, media director, 
is the timebuyer. Goodkind, Joice & Morgan, Chicago, 
handle the central states, Florence A. Neighbors, media 
director, is the timebuyer. The agency in the west is Ray- 
mond R. Morgan, Inc., Hollywood, Terri Brady is the 
timebuyer. 


Robert Hall 60 Per Cent Tv 

Robert Hall is spending 60 per cent of its advertising 
budget on television, Howard P. Abrahams, new director 
of retail sales for TvB, told the Retail Advertising Con- 
ference in Chicago last month. Pointing out that the cloth- 
ing firm has grown from one store to over 200 in 12 years, 
Mr. Abrahams added that while the budget total is a 
guarded secret they spend as much as $250,000 on tv an- 
nually in New York and Boston alone. 


One-Hour Dramas 

One hour is the most popular length for television 
drama programs in the New York metropolitan area, ac- 
cording to a special survey by The Pulse Inc. for Tv AGE. 
Complete report on preferred lengths for this and other 
types of programs will be included in the March issue of 
the magazine. 


Dow Will Buy Spot 

Now that Dow Chemical Co. has severed Saran Wrap’s 
sponsorship of NBC’s Medic, look for some heavy spot 
action in the near future. 


Fees Slow Bolger Syndication 

The syndication rights of The Ray Bolger Show, a film 
series which ran on ABC Network from Oct. 8, 1953 to 
June 10, 1955, have been turned down by ABC Film Syn- 


dication and other distributors. The reason: Rerun fees 
to actors, writers and others make the price of the package 
too high. 


More Changes at J. Walter 

The recent changes in the media department at J. Walter 
Thompson, N. Y. (see Tv AGE, December, 1955) are not 
over yet. Switches in assignments and status are still 


going on. 


Ziegfeld innovations 

NBC is planning several innovations in its remodeling of 
the Ziegfeld Theatre, the network’s $2-million showcase 
for all-color telecasts, slated to be ready this coming sum- 
mer. (See Tele-scope, December, 1955.) As presently de- 
signed, the control room and adjacent client’s room will 
be in the basement. Permanent ramps will be installed 
at each side of the theatre leading out from the proscenium 
arch and used only or the tv cameras. Also in the works 
are plans for two aerial cameras to be placed on the face 
of the balcony and so installed as to allow for movement 
from one side of the theatre to the other as well as up and 
down some 14 feet. Alterations on the orchestra floor will 
make it necessary to remove over 600 seats, leaving some 
200. There are 772 seats in the balcony giving the theatre 
an audience capacity of just under one thousand. 


NTA’s $4-Million Deadline 

June 30 is the deadline set by Harold Goldman, sales 
vice president of National Telefilm Associates, for $4 
million in sales of its 11 David Selznick films and the 30 
films in its “TNT Package.” 


Deemphasis on Top 10 

Is the end in sight for heavy industry emphasis on “top 
10” listings? Key executive for one of the biggest rating 
services thinks so. “Top 10,” says he, is an inadequate 
way to measure or judge a program’s effect. “Top 10” 
listings, he believes, are merely a supplementary service 
offered by rating firms to clients with such things as audi- 
ence composition much more important. 


Combined Campaign 

General Mills, Inc. and Star-Kist Foods, Inc. are com- 
bining in a national campaign during February and March 
featuring recipes using Bisquick and Star-Kist Tuna as 
main ingredients. General Mills will push the Lenten tie-in 
with Star-Kist via its tv network Bob Crosby, Garry Moore, 
Lone Ranger, Valiant Lady and Wyatt Earp shows. Star- 
Kist, through Rhoades & Davis, San Francisco, will use 
saturation newspaper and tv spot promotion in selected 
markets. 
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COMET a 


.. why almost everyone in the Hartford-New 
Britain Market (third richest in the U.S.A.) 
considers WKNB-TV its very own station. 











..why WKNB-TV packs such a powerful ad- 
vertising wallop . .. 375,000 sets. ..91% 
saturation in Hartford County. 


red 30 


STUDIO AND OFFICES WEST HARTFORD, CONN. — Represented by The Bolling Company, Inc. 
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NEWS IS COLOR. Between 5,000 
and 6,000 merchants converged on 
New York last month to attend the 
45th annual session of the National 
Retail Dry Goods Assn. As at most of 
their meetings, they were confronted 
with display after display (from auto- 
matic billing machines to  sturdy- 
bottomed shopping bags) , deluged with 





ROBERT A. SEIDEL 
... tv has commanding lead 


printed material and information (from 
circulars on trucks to copies of a 
national magazine) and, in conven- 
tion, were told the latest angles of the 
selling game. 

But the big news this year was color 
television. Retailers saw color firs - 
hand — many for the first time — on 
receivers placed near convention rooms 
and in the corridors of New York’s 
Hotel Statler. In addition to the eight 
hours of color it carried on the open 
air that week, NBC-TV also piped 
special closed-circuit color films to the 
hotel sets. And in the middle of the 
week-long convention, some 1,500 dele- 
gates took an afternoon to hear about 
multichrome from top RCA executives, 
to see a special, hour-long, closed-cir- 
cuit color show and to hear details of 
a new NBC program designed for re- 
tailers. 


FIRST PLACE BEST. Frank M. Fol- 
som, president of RCA, spoke to the 
assembled retailers as a former retailer, 
himself. Talking informally and in 
a jocular vein, he recalled sales experi- 
ences —and lessons—he had had 
when he worked in a department store 
early in his career. Mr. Folsom sug- 
gested that the “good, old-fashioned 
warmth and interest and affection” 
that department store owners had had 
with customers in the past had estab- 
lished their stores in first place as 
veritable family institutions. “There’s 
no place,” Mr. Folsom quoted, “like 
first place.” 

Noting that television today estab- 
lishes a comparably friendly and fa- 
miliar relationship between retailer 
and customer, he cited instances in 
which tv advertising has also made the 
difference between product-failure and 
product-success. Whereas it once took 
10, 15 or even 25 years to launch a 
product nationally, today a new item 
can be successfully established over- 
night with tv, he observed. The same 
power applies locally, he added. 


ADDS DIMENSION. Color adds still 
a further dimension to television, Mr. 
Folsom said. Observing that store- 
owners already take quick advantage 


THE WAY IT HAPPENED News front 


of the newest and latest in color when 
ii is used in a dress or textile, he sug- 
gesied that up-to-date retailers also 
make sure to stock —and employ — 
the advantages of color in television. 
Robert A. Seidel, RCA’s executive 
vice president in charge of consumer 
products, identified tv as “a multi-bil- 
lion-dollar industry,” and observed, 
“Television now unquestionably has a 
commanding lead as the nation’s num- 
ber one advertising medium and 
opinion-former.” It has, he told the 
NRDGA, “provided upwards of 100,- 
000 retailers with products in heavy 
demand that sell profitably.” 
Nevertheless, there is no magic in 
tv, he warned. “What television offers 
is the ability — and the medium — to 
get your advertising messages to iil- 
lions of people efficiently, with impact 
and inexpensively. What we — the 
broadcasters and you — have to find 
out is what message to offer, how to 


get it 


present it and how really to g 


across to the largest audiences. . . .” 


READY TO TAKE OFF. Color tv, he 
advised, is ready to become an impor- 
tant part of the advertising picture. 
“There are no two ways about it,” 
Mr. Seidel observed, “Color tv is with 


(Continued on page 35) 





THE WIDE WIDE WINDOW 


NBC-TV shows shopping program possibilities 
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From the pages 
of The 
Saturday 





Evening 


POST 





powerful 
dramatic 

NEW 
TV Series 


CRUN 


For more than 17 years, millions of Saturday Evening Post readers 
have looked forward eagerly to the appearance of each new CRUNCH 
and DES adventure story by best-selling author Philip Wylie. 


Now, millions more will await each new television adventure of these 
two favorites ... Crunch, captain of the charter fishing boat “Poseidon,” 
and Des, his mate. Each week a completely new story .. . new people 
.-. new action, romance, suspense, comedy, drama... all spectacularly 
filmed by RKO-Pathe in Bermuda. 








ee 
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Forrest Tucker, Hollywood star with more than 70 top 
pictures to his credit, stars as Crunch. Everything about this 
series of 39 exciting half-hours bears the mark of sure success 
... Stories, author, star, production, location, promotion. Sign up 
CRUNCH and DES for your markets today. Write, wire or call. 


NBC FILM DIVISION 


serving @lf sponsors .. . serving gif stations 


30 Rockefeller Plaza, New York 20, N. Y. Merchandise Mart, Chicago, Ill. Sunset & Vine, 
Hollywood, Calif. In Canada: RCA Victor, 225 Mutual St., Toronto; 1551 Bishop St., Montreal 
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*We ought to know... we just 
got some new prices on it. 


But in Louisville... 


WHAS-TV Programming pays off! 


“LATE SHOW" 

10:55 P. M. 

Monday through Friday 
(Market's outstanding feature 
film show with host Jim Walton. 


VICTOR A. SHOLIS, Di; 
NEIL CLINE, Station Mgr. 


Represented Nationally by Harrington, 
Righter & Parsons, 
Associated with The Courier-Journal The Impact of Programming of Character 


& The Louisville Times 


Your Sales Message Deserves 





BASIC CBS-TV Network 
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FEDERAL MEN 


Hottest program 
— lowest cost p 
in syndication! 

- : . Pictures Corpor 
ring Gene Aut 
supporting play 
56 hour-long fec 


Oscar-winner R 
funniest as a 

professor of d 
comedy that tick 
straight years o 
with General Ele 


76 half hours 


DR. HUDSON'S 
"SECRET JOURNAL =i 


aa _} most famous a 
“aN evil and intrigue 

been spared in t 

series filmed ro 


39 half hours 





One of the most 
series to hit TV! 
tion and drama 
lines. Pat McV 
(Also known as 


re to : ; 91 half hours 


A hilarious come 
the entire famil 
man, the incomp 
by millions. Try 
laugh your head 


40 half hours 














Western Features Starring 


GENE AUTRY 


Hottest program category on the air 
— lowest cost per thousand homes 
in syndication! Top-budget Republic 
Pictures Corporation features star- 
ring Gene Autry and a cast of top 
supporting players. 


56 hour-long features 





PRESTON 


ES 
APi Wi Si. 


Year's greatest sy! 
#1 rating in myric 
ton Foster turns in 
formance in these 

with a family bac 
tically filmed in 

Angeles harbor. 


78 half hours 





RAY MILLAND 


SHOW 


Oscar-winner Ray Milland at his 
funniest as a witty, girl-bedevilled 
professor of dramatics. Situation 
comedy that tickled millions for two 
straight years on the CBS network, 
with General Electric sponsoring. 


76 half hours 















CHARLES | 


MAN E 
THE B 


As host and narra 
ford takes viewers 
with courageous 
officers. Taut first-1 
expressly for sync 
a tremendous net 


39 half hours 













LOUIS HAYWARD 


E LONE WOLF 


Louis Hayward stars as the world’s 
most famous adventurer, fighting 
evil and intrigue. No expense has 
been spared in this pulse-quickening 
series filmed round-the-world. 


39 half hours 





Western Feat 


Hottest program cc 
— lowest cost per 
in syndication! Te 


———<™ lic Pictures Corpore 


iD 


ring Roy Rogers a 
supporting player: 


67 hour-long featu 













ART OF THE CITY 


One of the most popular newspaper 
series to hit TV! Captures all the ac- 
tion and drama behind the head- 
lines. Pat McVey, Jane Nigh star. 
(Also known as “City Assignment.”’) 


91 half hours 


CURTAI 


Big stars win big ra 
tige anthology of g 
Ayres, Joan Benne 
kins, Thomas Mitch 
son, Ann Sheridan, 
Laraine Day, many 


39 half hours 















PAUL HARTMAN 


PRIDE «:: FAMILY 


A hilarious comedy series to amuse 
the entire family. Stars Paul Hart- 
man, the incomparable zany loved 
by millions. Try an audition, and 
laugh your head off! 


40 half hours 





ROCKY 
SPACE | 


For the kids! — br 
ship adventures w 
young “Space Rar 
The first and fore 
shows. Ask your A 
to show you its ful! 


39 half hours 


RESTON FOSTER 
TERED: 


reatest syndicated film hit. 
ig in myriad markets. Pres- 
1 turns in his greatest per- 
> in these dockside dramas 
family background. Realis- 
ilmed in picturesque Los 
harbor. 


hours 


ROD CAMERON 


CITY DETECTIVE 


A spellbinding series of metropoli- 
tan mystery and adventure starring 
the inimitable Rod Cameron. In its 
fourth year of successful selling . . . 
City Detective’s popularity continues 
unabated in market after market. 


65 half hours 





ARLES BICKFORD 


iN BEHIND 
E BADGE 


and narrator, Charles Bick- 
es viewers on true-life cases 
urageous law-enforcement 
Taut first-run dramas filmed 
y for syndication following 
ndous network stint. 


hours 


THOMAS MITCHELL 


MAYOR «:: TOWN 


Drama full of the warmth and hu- 
mor of America’s grassroots. “Mayor” 
Thomas Mitchell gives a’ twinkling 
performance worthy of his Oscar 
award. No. 1 syndicated series in 
Chicago month after wonderful 
month. Huge ready-made audience. 


39 half hours 





ern Features Starring 


rogram category on the air 
t cost per thousand homes 
cation! Top-budget Repub- 
es Corporation features star- 
‘ Rogers and a cast of top 
ng players. 


-long features 


FAMOUS 
PLAYHOUSE 


Syndication’s most popular anthol- 
ogy of comedy, mystery, drama and 
adventure. Studded with famous 
Hollywood stars. New films added 
continually. “Famous Playhouse” is 
highly rated wherever shown! 


Over 250 half hours 





TAIN CALL 


win big ratings in this pres- 
ology of great dramas. Lew 
oan Bennett, Miriam Hop- 
mas Mitchell, Gloria Swan- 
Sheridan, Claude Dauphin, 
Day, many others. 


ours 


ALAN HALE, JR. 


BIFF BAKER, 
U. S. A. 


Suspenseful, intriguing dramas filmed 
in the romantic cities of the world. 
Alan Hale, Jr. and Randy Stuart play 
a typical American couple who run 
the gauntlet of thrills and danger. 


26 half hours 





ROCKY JONES 
CE R 


ids ! — breathtaking rocket- 
yentures with Rocky and his 
Space Ranger” pal, Bobby. 
and foremost of all space 
Ask your MCA TV salesman 
you its full success story! 


hours 


PLAYHOUSE “I5" 


Unique quarter-hour dramas running 
the gamut of adventure, mystery, 
comedy. Surprise endings with a ter- 
rific wallop. Perfect for strip sched- 
uling! Filmed by the renowned Ber- 
nard Prockter, it spells “hard sell.” 


78 quarter hours 







RANDY STUART 
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Stop press! 


,. THREE GREAT NEW FIRST-RUN 
_ SERIES FILMED EXCLUSIVELY 
FOR THE SYNDICATION 
MARKET... 





MCA LEADS THE WAY TO 
A BANNER YEAR FOR THE 
LOCAL AND REGIONAL BUYER 


First ’56 Release t h 
‘Osemary clo One 
TOSE } 

e e/ 
by } Q WW Most expensive, most talented, most IMPORTAN 
& new TV film series ever offered for syndication 

AVAILABLE IMMEDIATELY — your biggest bet for massive audience appec 


Clooney sings, Clooney charms, Clooney woos and wows 
viewers (and sells!) like nobody else in show business! 


@ CO-STAR WITH BING CROSBY in Paramount's all-time- 
high-gross ‘“White Christmas” 


@ 12,000,000 Clooney Columbia records including sensa- 
tional"Come On-A My House” and Tenderly” 


@ JUKE BOX QUEEN year after year . . . TV-RADIO NET- 
WORK STAR 


NOW — ROSEMARY CLOONEY sings and sells for you! 
Nelson Riddle and his orchestra . . . the “‘Hi-Los’’ and out- 
standing top-of-the-top guest star talent each week . . . 39 
stunning half hours featuring current hit songs in every 
show! 


ALREADY SOLD to FOREMOST DAIRIES, Inc. 
IN 57 CITIES PRIOR TO RELEASE 


This series will not wait — call MCA today! 


Watch for spectacular second and third releases later this year from MCA TV 


-RUN 
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Business barometer 


Television billings in the final months of 1955 were even better than had been 





anticipated earlier. The Business Barometer report for November 
shows increases in each of the three categories measured. 


The TV AGE estimates, based on actual reports from stations in every size and 
type of market, show that November local billings were up 3.4 per cent 
as compared with October, national spot was up 2.3 per cent and network, 
up 3.5 per cent. 





While these gains were not large, they were greater in both local and national 





LOCAL SPOT NETWORK 


comparing November billings with October: -+-3.4 +2.3 +3.5 


Oct. Nov. Dec.  Jan.1955 Feb. = Mar. April May June July dug. Sept. Oct. Nov. 





| 
| 


Oct. 1953 
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spot than the November gains in 1954 and only slightly lower in the 
network category. 


Local billings were off 2.5 per cent in November 1954 as compared with the 3.4 
per cent increase this year. This 1955 increase comes after gains of 
9.9 per cent in September and 13.7 per cent in October. 





Total increase in local business for the three months in 1955 was 27 per cent. 





In 1954 the total gain for the three months was greater, with an increase of 5.9 
per cent in September and 26.5 per cent in October. Added to the loss 
of 2.5 in November, the gain in local business in 1954 was 32.4 per cent. 





The big increase in 1955 was in national spot billings. In 1954 November spot 
was off .5 per cent as compared with a 2.3 gain the same month this year. 





The 1955 national spot gain for September was 16.2 per cent and for October, 
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27.7 per cent, which makes the total gain in national spot for the three 
months 46.2 per cent. 


In 1954 the September gain was 9 per cent and October, 27.8 per cent, which, 
added to the November loss, made a total gain for the three months of 
36.3 per cent. 





National spot then, according to a rough comparison of these two trends, may be 
Said to be nearly 10 per cent stronger in the fall of 1955 than it was in 
the fall of 1954. 





Network television in the fall of 1955 showed gains of 8.2 per cent in September, 
14.9 in October and 3.5 in November for a total of 26.6 per cent for the 
three months. In 1954 the gain was 7.7 per cent in September, 15.2 
per cent in October and 4.6 in November for a total of 27.5 per cent for 
the same period. 





Taken overall the gains in national spot in 1955 seem to more than overbalance the 
comparative drop in local billings and the slightly smaller gain in 
network. 





It_must be remembered that tv billings in the falls of 1954 and 1955 were both 
exceedingly strong, and these comparative figures merely indicate that 





LOCAL SPOT NETWORK 


increase from November 1954 to November 1955: | +48. (sa) 


the strength in the year just past was even greater than in 1954. 


Trends for the entire year may easily be followed on the chart. 





Comparing the month of November 1955 with November 1954 shows that local billings 
were 31.8 per cent higher this year than they were last, national spot 
was 48.5 per cent higher and network, up 27 per cent. 





It_is noticeable that the month-by-month comparisons of billings in the various 
groups with those of a year ago indicate that national spot gains are 
growing at a more rapid pace than they were then. 





July 1955 national spot billings were 32.8 per cent ahead of those in July 1954. 
August spot billings were up 38.6 per cent. September was ahead 45.8 
per cent.; October, 45.7 per cent, and November, 48.8 per cent. 





The constant rise in these percentages indicates the strength of the national spot 
surge. 





It must be pointed out that this increase in national spot is a national average 
and, of course, is not true of every station nor of every class of market. 
Many of the stations reporting to Dun & Bradstreet for the Business 
Barometer reports do not find spot this year better than it was last. 
Others, however, are far and away ahead of 1954. 





This is the 26th month for the TV AGE Business Barometer report. In its more than 
two years of making the only month-by-month industry estimates of 
billings, the Business Barometer formula has proved to have a high degree 
of accuracy. 





The Business Barometer is based on percentages furnished to the magazine by Dun & 
Bradstreet. The Wall Street firm's figures come from station reports 
made each month. 
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JES, color television — both locally-produced 
and network—is already a fact at WHO-TV. 


WHO.-TV is now scheduling more than 40 
hours a month of NBC colorcasts—and the 
number is expected to double within the next 
six months. 


WHO.-TV has already telecast lowa’s first local 
color program—a Christmas-night film, sponsored 
by a Des Moines bank, with color commercials 
produced in the WHO-TV studios. 


To assure our viewers and advertisers really 
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professional color telecasts, we have invested more 
than $80,000 in the most up-to-date color equip- 
ment. It includes two 16-millimeter RCA pro- 
jectors, a “rapid-strip” slide projector for 2”-x-2” 
color transparencies, and a RCA vidicon color 
camera chain. 


WHO-TV believes color television is on the 
verge of a tremendous expansion. We're ready 
for that expansion—ready with the kind of equip- 
ment, facilities, personnel and programming know- 
how you’ve always associated with WHO Radio 
and WHO-TV. 


WHO-TY 


Channel 13 » Des Moines 






Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


Free & Peters, Inc. 
National Representatives 
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OUT IN FRONT 
437 
CHANNEL G is rated 


29% more often than Channel B 
QO% more often than Channel C 


Monday thru Friday—2:00-1]1 OO PM 
. the heart of the TV day 


MORE PEOPLE watch CHANNEL 6 MORE OFTEN 
than any other Philadelphia TV station. 


AWAVANGLE SRBOS™ 


L-TV 


PHILADELPHIA, PENNSYLVANIA 


CHANNEL & 


ABC-TV © BLAIR-TV 
Radio -Television Division—Triangle Publications, Inc. 


*American Research Bureau, December, 1955 
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Newsfront (Cont'd from page 27) 


us, and it’s a billion-dollar baby. . . . 
This year, color will really take off.” 

He then introduced an hour-long 
closed circuit which, in both b&w and 
color, illustrated to retailers exactly 
how to make good use of color. With 
Arlene Francis calling the shots, color 
cameras covered everything from 
stuffed animals to foundation garments, 
from jewelry to skiis, from frosted 
cakes to parakeets. Cameras shifted 
between store window dummies (in 
Woodward & Lothrop’s, Washington, 
D. C.) to 25 live fashion models (in 
a Broadway studio), from actual color 
commercials (for Sunbeam and RCA 
Victor) to scenes of a housewife watch- 
ing them. 


NEW PROGRAM. Purpose of the thor- 
ough demonstration was to show retail- 
ers the advertising possibilities of a 
new five-minute shopping program, 
Window, to be offered after Feb. 13 
on all NBC-owned tv outlets. To be 


scheduled in — or adjacent to — pop- 





HISTORIC FIRST 
W. Va. legislature on tv 


ular daytime colorcasts (either local or 
network programs), Window will in- 
tegrate commercials with informative 
editorial material. Either store or sta- 
tion experts will handle the shopping 
news. The primary advantages of the 
proposal seemed obvious: Window can, 
in one showing, cover a floor-full of 
merchandise; the program can be 
slotted very flexibly, be used as an 
in-person tie-in with print advertising. 


And, importantly, the cost will be rela- 
tively low (see story, page 104). 


NOTABLE FIRSTS. Latest steps for- 
ward in television’s fight for freedom 
of news-access equal to that of the 
press were the recent live televising 
for the first time of the West Virginia 
legislature by wsaz-Tv Huntington and 
the daily sound film coverage of the 
Kansas House of Representatives by 
wisw-Tv Topeka. 

The two developments followed 
closely the precedent-setting KWTX-TV 
Waco live coverage of the murder trial 
of Harry Washburn (Newsfront, Tv 
AGE, January 1956). The Texas sta- 
tion proved that it was possible for 
television to cover a court trial without 
obtruding in the proceedings. The same 
point was further 
WSAZ-TV and WIBW-TV in covering the 
widely separated legislative bodies of 
their respective states. 

The wSsAz-TV program included the 
opening message delivered by Gov. 
William C. Marland of West Virginia. 
the passage of two bills and adoption 

(Continued on page 37) 
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Camera employs simple cath- 
ode-ray tube costing only 
$100. Life expectancy of ( 
to 5000 hours, or approxi- 
mately 2 cents per hour cost. 


Permits color broadcasting on 
modest budgets. Costs no 
more than monochrome 1.0. 
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monochrome as well as color. 
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great films, 
film greats 
are vn tune 
with every 

budget - 

on abc-tv’s 

“afternoon 

lm festival” 


your host, Allyn Edwards 








Big advertisers, small advertisers . . . note this!} 
Every weekday ABC-TV’s exciting, new “Aft- 
ernoon Film Festival” (3-5 EST) gives you 
more big-name entertainment for your money 
than any other show on television. Here are 
some of the stars you get at the new, low,.day- 
time rate: James Mason, Stewart Granger, 
Jean Simmons, David Niven, Robert Morley, 
Deborah Kerr, Mai Zetterling, Alec Guinness, 
Michael Redgrave, Paul Lukas. Here are some 
of the modern, top motion pictures: Broken 
Journey, Always a Bride, The Cruel Sea, 
Hungry Hill, The Adventurers, The Inheri- 
tance. When you get all the facts — buying 
plan, rating potential, frequency discounts — 
you'll agree this is TV’s most exciting partici- 
pation buy. 


abe television network 


7 West 66th St., New York 23, N. Y., SUsquehanna 7-5000 
20 North Wacker Drive, Chicago, Illinois, ANdover 3-0800 
277 Golden Gate, San Francisco, UNderhill 3-0077 
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Ne wsfront (Cont'd from page 35) 


of a number of resolutions. One resolu- 
tion, approved unanimously by the 
delegates, commended the station “for 
its notable contribution to freedom 
of information.” 

Nick Basso, wSsAz-Tv director of 
news and public relations, served as 
commentator for the telecast which 
was carried by woay-tv Oak Hill, 
WHIs-Tv Bluefield, wrap-tv Parkers- 
burg, WHTN-TV Huntington, nine radio 
stations and WSAZ-TV. 

Lawrence H. Rogers II, vice presi- 
dent and general manager of WSAz-TV, 
commented on the “opportunity to 
prove beyond question the unobtru- 
siveness of live television cameras and 
radio microphones in bringing the 
events and activities of government to 
the people of West Virginia.” 

After thanking the legislature for 
its resolution of commendation, Mr. 
Rogers continued, “The rules commit- 
tees of the West Virginia legislature 
are deserving of the highest praise for 
their leadership in recognizing the 





WIBW-TV IN ACTION 
Kansas solons on movie film 


right of the public to be fully informed 
of great events through the unique 
and unerring on-the-spot techniques of 
radio and tv. It is our hope that the 
success of this project will establish 
a precedent paving the way for wider 
acceptance of electronic coverage of 
all governmental bodies in action.” 

In Kansas the daily filming of the 
legislative sessions was arranged by 
Ben Ludy, wispw-Tv general manager. 
and Dick Upton, station news director. 
It was also a first for the state. 


Sound film shot during the daily 
sessions is processed by the station 
and becomes part of the 6 p.m. news 


show handled by Mr. Upton. 


FEATURE FILM. The Hollywood 
dam seems to have broken at last. 
Film-hungry television stations, never 
in their short history sufficiently sup- 
plied with quality feature film, are 
looking forward to a quick end to their 
troubles. Most of the major producers 
have capitulated already or may be ex- 
pected to open their vaults to tv in the 
very near future. 

Within recent weeks announcements 
of new feature film availabilities for 
television include: 

e Republic Pictures plans to lease 
to tv through its subsidiary Hollywood 
Television Service—76 feature films. 

e RKO’s sale to C&C Television 
Corp., a subsidiary of the C&C Super 
Corp.—740 feature films. 

e Columbia leasing of film through 
its subsidiary Screen Gems—104 fea- 
ture films. 


(Continued on page 74) 





DON T OVERLOOK THE FACTS 


Keep watching this space for 
more revealing facts! 


No need for large, heat- 
generating banks of lights. 
Eliminates elaborate air-con- 
ditioning requirements. 


Camera employs simple cath- 
ode-ray tube costing only 
$100. Life expectancy of 4000 
to 5000 hours, or approxi- 
mately 2 cents per hour cost. 


Permits color broadcasting 
on modest budgets. Costs no 
more than monochrome 1.0. 


system. May used for 
monochrome as well as color. 
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KOAT-TV, 
KGNC-TV, 
4:10) A 

<KCRI-TV, 
KOA-TV, 
WJBK-TV, 
KMJ-TV, 
KHJ-TV, 
KCBD-TV, 
WMCT-TV, 
KVAR-TV, 
KEYD-TV, 
WSM-TV, 
WCAU-TV, 
KDKA-TV, 
KBET-TV, 
KSL-TV, 
WKBN-TV, 
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* ADVENTURE 
* INTRIGUE 
* SUSPENSE 


Plan your '56 sales strategy to include 
TV's most colorful man of mystery. His 
dramatic impact on TV is certain to 
result in big audiences for your com- 
mercials . . . big demand for your prod- 
uct. Write, wire or phone for a presen- 
tation now. 


srnationatrigue 


*& The man who 
penetrated the 
intelligence serv- 
ices of the World's é 
Great Powers! > ‘ ~ : 


; of one of * Chief Analyst, 


O.N.1. 
MOST ® Special Consult- 
ERTS! chiets cf Stat 





e OHIO OIL CO. 


e BLATZ BEER 

e SAFEWAY STORES 

e TOBIN PACKING CO. 

e ROYAL CUP COFFEE 

e BROWN VELVET DAIRY 


e PEVELY DAIRY 
e TEXAS COFFEE 
e GENESEE BEER 
ow 4isci hs ey Ne 4), ice sek 


e SIPES SUPERMARKET 
e EDISON ELECTRIC CO. 


e DUQUESNE LIGHT & 
POWER 

e MOHR CHEVROLET 

e SIMPSON MOTORS 


e FELD CHEVROLET 
e FULLER-WHITE CHEVROLET 
e BILLINGS MOTORS LTD. 


e LEVY JEWELERS 
e LAWSON JEWELERS 


e MARINE TRUST CO. OF 
WESTERN N. Y. 
e GENERAL ELECTRIC SUPPLY 


e PRICES, INC. 
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On New Year’s Eve, WBTV originated its 
first local live color program . . . becoming 
the first TV station between Baltimore 
and New Orleans to be completely 
equipped for color telecasting. 


Face to the future, WBTV has invested 
more than $300,000 in color telecasting 
equipment alone . . ..this in spite of a 

color set count of only 200 as compared with 
more than a half million regular receivers! 


In equipment, programming, engineering, 
promotion, research, merchandising and 

market development, Jefferson Standard 
Vision is your guarantee of greater 

sales results. 


Contact CBS Television Spot Sales or WBTV 
at your first opportunity for the complete 
story of “‘Vision in the Carolinas.” 


BIV 


CHARLOTTE 


Top Ru 


JEFFERSON STANDARD BROADCASTING COMPANY 


“VISION IN THE CAROLINAS” . 
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Color forecast 


Advertisers watchful as more. 


better programs attract public 


and set sales begin to rise 


pend television, the great imponderable, is 
becoming more and more a factor in the 
nation’s economy. 

With everyone agreed that the predominance 
of color over black and white is only a matter of 
time, it must figure in every meeting of product 
planners, every conference on packaging, every 
advertising session. For just as most sales experts 
believe in the eventual emergence of color, so also 
are they convinced of its impact. Even the most 
conservative of blue chip corporations are keeping 
a wary eye cocked toward the color timetable. 

While the number of receivers in the hands of 
the public is still tiny as compared to black and 


white, it is growing. And the nature of the growth 
cheers those who feel that at long last color is on 
its way. 

The closing months of 1955 saw a vast quicken- 
ing of pace in color set sales. On Jan. 1, 1955, 
TV AGE, after a national survey, reported there 
were 9,690 color sets in the hands of the public. 
On Nov. 1, 1955, ten months later, 26,942 were 
reported, an increase over the period of 16,252 
sets. 

But on Jan. 1, 1956, another Tv AGE national 
survey revealed 44,310 color sets had been sold. 
During the last two months of the year 17,368 
receivers went into homes, about 7,000 in Novem- 
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ber and the rest in December. Though 
the numbers are small, the percentages 
are terrific. The figures show that 
more sets were sold in the last two 
months of 1955 than in the ten months 
previous. The color ball is beginning 
to roll. 

A number of important factors con- 
tributed to the increase. The greatest 
was the determination of color’s prin- 
cipal promoter, the Radio Corporation 
of America. Brig. Gen. David Sarnoff, 
chairman of the RCA board, sums it 
up: “I cannot emphasize too strongly 
the importance we attach to color.” 
This importance is underlined by the 
fact that RCA has already spent more 
than $65 million on chroma develop- 
ment and has announced plans to spend 
many millions more. 

National Broadcasting Co., wholly 
owned by RCA, has backed its parent 
all the way. Says president Robert W. 
Sarnoff: “. . . there has been continu- 
ing fresh evidence that color television 
is ‘breaking through.’ The excitement 
about color is spreading everywhere.” 


Better, Bigger Screens 

To increase sales RCA has improved 
the screen size and quality of its re- 
ceivers and at the same time reduced 
the price. NBC-TV, for its part, has 
increased the number and quality of 
its colorcasts. In addition it recently 
embarked on a $12-million color ex- 
pansion program in New York, Chicago 
and Los Angeles. wnBQ Chicago, net- 
work owned-and-operated station, is 
being completely converted to color 
programming (“Newsfront,” Tv AGE, 
December 1955). 

CBS-Columbia, the manufacturing 
division of CBS, Inc., has also done 
its part to keep the ball rolling. Its 
offer to accept any black and white set 
at cost value in trade-in on a CBS- 
Columbia color receiver has speeded 
up sales for its dealers. At the same 
time CBS-TV has offered many of its 
finest programs in color and is con- 
stantly increasing the number of these 
color offerings. 

Faith in the future of color is no- 
where better demonstrated than in the 
preparation which the nation’s com- 
mercial stations have made for it. To- 
day 253 are equipped to telecast net- 
work color; 74 have equipment for 
color slides and film, and 43 can trans- 
mit their own local live color. 


(For 






complete listing of station color facili- 
ties, see page 70.) Programming in 
local live color is constantly increasing 
and everywhere that have 
started live programming interest — 
and set ownership — have leaped. 
One of the biggest problems of the 
pro-color segment of the industry is 
that of letting the public actually see 
color. A survey mace in the New York 
City metropolitan area for TV AGE by 
The Pulse shows that only 14 per cent 
of black and white set owners have 


stations 


ever seen a colorcast (“Have you seen 

TV AGE, November 1955). 
How important it is to show the 

public color in order to create a de- 


9 


color? 


mand for receivers is another tact 
indicated in the survey. Among those 
who saw color, more than twice as many 
expect to buy a receiver as was the 
case among those who had not seen a 
colorcast. 

Realizing the importance of demon- 
stration, stations with color facilities 
have invited the public to watch their 
sets, placed receivers in downtown 
storewindows, held color parties and 
tried all manner of promouons. Dis- 
tributors and manufacturers have 
speeded up their demonstrations. 

During December more than half a 
million persons saw color at New York 
exhibits arranged by RCA and the 
RCA distributor, Bruno-New York. 
Half of these registered at the RCA 
Exhibition Hall at Rockefeller Center. 
Sets were also located in the lobby and 
in the Chase Bank at the RCA Build- 
ing, the Liberty Music Shop at 50th 
and Madison, in the lounge of Radio 
City Music Hall, at the “21” Club and 
at the Abraham & Straus department 
store in Brooklyn. Color sets were also 
positioned in a number of high-traffic 
supermarkets throughout the metropol- 
itan area. 

“Interest has been greatly stimulated 
by the Christmas color television fes- 
tival,” David Oreck, vice president in 
charge of sales for Bruno, said at the 
beginning of the year. 

“There is more consciousness on the 
part of the public about color than at 
any time since its introduction,” Irving 
Sarnoff, executive vice president of 
Bruno, added. 

The New York demonstrations were 
typical of many in all parts of the 
country during the Christmas buying 





In Rochester 93,000 attended 
an exposition in the Community Me- 
morial Auditorium, principal attraction 
of which was a Stromberg-Carlson 
showing of color receivers. WHAM-TV 
Rochester, the Stromberg - Carlson 
Broadcasting Corp. station, backed the 
event. 


season. 


Several thousand of the nation’s top 
retailers, in New York attending the 
National Retail Dry Goods Association 
convention in January, saw a battery 
of RCA color receivers in continuous 
operation in the NRDGA convention 
hall. The advantages of color in retail 
merchandising, product display and 
demonstration and preselling were 
carefully illustrated. (See “Newsfront,” 
page 37.) 

Enthusiastic reaction to color was 
reported by Victor Giles, general man- 
ager of New York’s Governor Clinton 
Hotel, who installed 50 21-inch RCA 
color receivers in hotel rooms in Oc- 
tober. Reporting the rooms always 
booked in advance, he added, guests 
come in from out of town and “just 
sit and watch tv. We had a couple who 
tore up tickets to Damn Yankees just 
to watch a spectacular.” Reporting no 
trouble with the sets, he observed that 
reception is better than on b & w. 


Many Seeing Color 

Large numbers are also seeing color 
demonstrations at the wNBQ Chicago 
studios in the Merchandise Mart and 
at KNBC-TV in Los Angeles. 

In spite. of the new interest in color 
everywhere, estimates of the number 
of receivers to be manufactured this 
year tend to be conservative, prob- 
ably because many of the same experts 
were overly optimistic in their 1955 
predictions. 

Consensus of those responsible for 
setting up manufacturing budgets was 
that between 200,000 and 300,000 
color receivers will be made this year. 
Some were more enthusiastic, setting 
the figure as high as a half million sets. 
TV AGE editors are inclined to agree 
with the latter figure. 

RCA alone expects to sell upwards of 
200,000, according to Frank M. Fol- 
som, RCA president. The company will 
produce about twice as many color 
receivers in the first half of the year as 
it produced in the last half of 1955. 
General Sarnoff remarked in December 
that RCA was selling around one thou- 











sand color sets a week. 

Mr. Folsom sees “the first big year 
of color production and sales, pointing 
to mass output and lower prices.” 

RCA’s line of 21-inch color sets in- 
cludes a table model at $695, a con- 
solette at $795, a console at $995. The 
12-month service contract for color 
sets was recently reduced from $139.95 
to $99.95 by the RCA service company. 

Henry C. Bonfig, president of CBS- 
Columbia, says that in “1956 the in- 
dustry should be able to make and sell 
7 million black-and-white television 
sets and between 200,000 and 300,000 
color sets.” 

Pointing up the increasing interest 
in color television all during the 1955 
fall selling season, Mr. Bonfig observes 
that “this interest was piqued by 
greater top quality programming and 
various color promotions which took 
place, largely during the month of De- 
cember. These promotions proved that, 
if it is merchandised properly, color 
tv can be moved.” 

“If color is to get started as a mass 
medium it must be stimulated by an 
all-industry all-out effort,” the CBS- 
Columbia president continued. “If the 
industry makes a concerted drive in all 
phases of production, sales, merchan- 
dising and promotion, color television 
can really get started in 1956.” The 
CBS 19-inch receiver is priced at $895 
with allowances of up to $400 on 
black-and-white trade-ins. 

Taking a more conservative view, 
Dr. R. W. G. Baker, vice president of 
General Electric Co. and general man- 
ager of G.E.’s electronics division, said 
industry “retail sales of color television 
receivers should total approximately 
150,000 in 1956.” 

As to General Electric plans, Mr. 
Baker said the year “will see General 
Electric in pilot production of its post- 
acceleration type color television pic- 
ture tube. This new tube will have the 
phosphor on the face plate and will 
offer greatly improved brightness over 
types presently available. Because of 
further progress desired on the picture 
tube itself, it is not likely that G.E. 
color receivers will be marketed before 
the second-half of 1956.” 

James D. Secrest, executive vice 
president of the Radio-Electronics- 
Television Manufacturers Assn., has 
expressed the belief that “at least 250.- 

(Continued on page 93) 








|. . the first big year of color production 
and sales, pointing to mass output and 
lower prices.” 

































FRANK M. FOLSOM, President RCA 




























*... will see G.E. in pilot production of its 
post-acceleration type color picture tube.” 


DR. R. W. GC. BAKER, Gen. Mer. C.B. Electronics Div. 





. . color television can really get started 


in 1956.” 





HENRY C. BONFIC, President CBS-Columbia 


. color tv receivers . . . will have an 
important effect on the year’s total dollar 
volume of business. . .” 


JAMES H. CARMINE, President Phiico 


** . . the last half of 1956 will see a real 
market for color. . .” 


H. LESLIE HOFFMAN, Pres. Hoffman Electronics, RETMA 


“We plan to be in production on color 
receivers in the last half of 1956.” 


E. J. KELLY, Gen. Mer. Westinghouse TV-Radio Div. 


eiger tv, hailed as a monumental 
achievement involving more en- 
gineering and research than anything 
heretofore offered the public, is still 
not wholly resolved. The problems 
that remain, however, are mostly prac- 
tical, rather than technical—tike build- 
ing set circulation, equiping individaul 
stations and instituting local, live color 
originations. While 43 stations are al- 
ready equipped for local color and a 
number are producing original color 
shows, they are now confronted by an 
additional poser: What about color 
rates? 

There’s little dispute that sooner or 
later—and most managers say it'll be 
“later”—extra fees will be charged 
for color originations; simply, chrome 
transmissions increase production 
costs. But what the rate will be is a 
wide-open question. 

Some managers advocate a flat in- 
crease in time charges for all color 
programs. Their argument holds much 
weight when their investment in color 
—sometimes as much as $500,000—is 
considered. They ask a flat color fee, 
not for the sake of profit, but merely 
to cover their initial investment. 

Others, anxious to maintain rate sta- 
bility, assert that time is time, whether 
in color or b&w, and that current rates 


should not be changed. They feel that 
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Color rates 


With cost-data uncertain, 


most stations are charging 


only interim color fees 


the added costs of color can be passed 
on to the advertiser in the area where 
they occur, however, as added produc- 
tion charges. That would allow the 
station to all but itemize its extra costs 
for labor (which, with color’s requiring 
extra time, is a major cost factor) and 
amortization of equipment. 


Still Experimenting 


One difficulty is that most station 
managers feel they, alone, have not 
had thorough enough experience with 
all different color formats to know 
what rates would prove fair, both to 
sponsors and to stations. As a result, 
even those few outlets that have color 
rate cards in print are careful to ex- 
plain that prices are temporary and 
are not necessarily to be considered 
precedent-setting. 

Among the first stations to face the 
problems of color production and color 
have been network-owned 
outlets which have often shared in net- 
work-owned chroma equipment. NBC’s 
wrca-Tv New York, for example, was 
certainly among the first to publish a 
color rate card. The outlet is selling 
in color 20-second station breaks and 
10-second, shared ID’s adjacent to (or 
within) regularly scheduled color pro- 
grams. The “facilities charge” is in 
addition to applicable station-break 


economy 


rates. For a 20-second break, it is $500 
(plus the regular $2,050 for a one- 
time, Class AA break) ; for a 10-second 
ID, shared with the station’s call let- 
ters, the facilities charge is $250 (plus 
$975 for one-time, Class AA). 

These color rates, effective as of 
Sept. 1, attracted seven sponsors within 
the first two weeks: Castro Converti- 
bles, through Newton Advertising; B. 
T. Babbitt Co., Dancer-Fitzgerald-Sam- 
ple; Ford Dealers Assn., J. Walter 
Benrus Watches, Biow- 
Beirn-Toigo; L&M Cigarettes, Cun- 
ningham & Walsh; Oldsmobile, D. P. 
Brother, and RCA. 

“Please bear in mind that no color 
rates were established,” Hamilton Shea, 


Thompson ; 


RCA vice president in charge of 
WRCA-tv-am-fm, remarked. “An ad- 
vertiser pays merely the increased fa- 
cilities costs brought on by the use of 
the medium. Judging from the re- 
sponse we have received, they willingly 
do so for the advantages that result.” 

When wrca-Tv announced availabil- 
ity of station breaks and ID’s in color, 
it warned incumbent monochrome ad- 
vertisers who did not wish to avail 
themselves of color that they ran the 
risk of losing the time to some adver- 
tiser who did. 

Similarly, wcss-tv New York, home 
station of the CBS network, offers sta- 








tion breaks and ID announcements in 
color in the break immediately follow- 
ing New York-originated network color 
programs. Either film or slides may 
be used for the announcement, accord- 
ing to Sam Cook Digges, general man- 
ager of wcss-Tv. An interim service 
charge (commissionable) of $150 for 
station breaks and $75 for ID’s is in 
effect. 

“We have an unusual situation at 
wcss-Tv,” Mr. Digges explains, “in that 


we use the same facilities, personnel, 
equipment, etc., as the CBS Television 
Network uses in feeding programs to 


the network. For the reason that, in a 
sense, network is local, our color ac- 
tivity is pretty much confined to the 
telecasting of those shows that are fed 
to the network in addition to being 
carried by WCBS-TV.” 

While the other network-owned sta- 
tions of CBS Television and NBC-TV 
have not yet made specific announce- 
ments, they are expected to follow “for- 


now” color price policies similar to 
those practiced by the networks’ New 
York outlets. Presumably, CBS’s KNxtT 
and RCA’s xrca, both of Los Angeles 
and both capable of originating color 
live, will be the next to establish interim 


color service cards. 
Other Typical Stations 


The color rate policies of other typ- 
ical stations equipped for local, live 
shows in multichrome follow, in alpha- 
betical order by market: 

WBAL-TV Baltimore published color 
fees on its rate card No. 11, with a 
service charge allotted for chroma pro- 
grams and announcements. The price 
for color is the same as the one-time 
b&w rate (in the same time classifica- 
tion), plus 10 per cent. All color films 
five minutes long or longer are tabbed 
an extra $15 (commissionable) per 
program for screening and handling 
services. 

Equipped for all forms of color, in- 


cluding closed circuits, WBAL-TV is 
promoting multichrome whenever and 
wherever possible. Says tv sales man- 
ager W. K. Freiert, “Advertisers are 
being encouraged to participate in color 
commercials, and all available facilities 
and station personnel ‘know-how’ is of- 
fered” for the sponsor’s benefit. The 
station, which carried its first rebroad- 
cast of network color in December. 
1953, originated its first, local closed 
circuit in live color last September. It 
was a 45-minute sales presentation by 
the Felton-Sibley Paint Co. and _ its 
agency, J. Cunningham Cox, to ap- 
proximately 40 paint dealers in Balti 
more. 

WBEN-TV Buffalo is transmitting some 
of its local programs in color, experi- 
mentally, but “with no attempt on our 
part, to date, to sell local advertisers 
color transmissions.” As a result, the 
station feels it will not be in a position 
to determine what share of color costs 

(Continued on page 100) 














variation on the chicken-egg rid- 

dle that has confronted prac- 
tically every station is: Which should 
be promoted first, the audience or the 
advertiser? In the instance of color 
television, wpsu-Tv New Orleans an- 
swers, “Advertisers first.” 

And wosu-Tv, on the air since De- 
cember 1948 as New Orleans’ only vhf 
outlet, has been in on color from the 
beginning. The station first carried net- 
work color service in July 1954 and 
by the following spring, April 1955, 
had constructed and put into use the 
south’s only building intended exclu- 
sively for color tv. 

But station officials, headed by Ed- 
gar B. Stern Jr., president of wpsu 
broadcasting Corp., and Robert D. 
Swezey, executive vice president and 
general manager. were well aware that 
color was still in its primary stages. 
Remembering the first days of tv and 
the gradual, early growth of b&w set 
circulation, they decided to approach 
color in reverse of the usual procedure. 
Color should be launched, they averred, 
by constructing advertiser acceptance 
and promotion first, then, as the sec- 
ond step, by building actual audiences. 

It should be made clear that at no 
time did wpsu-Tv overlook, neglect or 
refuse the public access to color tv 
information, programming or color 
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Color introduction 


New Orleans station advocates 


promoting chroma with advertisers 


first—but not forgetting the audience 


tv reception at the station. Manage- 
ment did, however, concentrate efforts 
on introducing multichrome to clients 
and community leaders. 

Says Mr. Swezey, “We developed 
a three-course plan aimed to demon- 
strate the value and potential of color 
television as an advertising medium, 
as well as a community service.” The 
first phase was network viewing par- 
ties; the second, NBC-TV clinics, and 
the third, weekly color clinics for in- 
dividual advertisers. 


First Step Taken Early 


The first step, network viewing par- 
ties, was taken the moment WDSU-TV 
could telecast network color shows. 
The station held frequent viewing 
parties for important network color 
programs, inviting from 50 to 150 
guests each time, mostly advertising 
agency personnel and their clients. 
Genuine hospitality—cocktails or buf- 
fet suppers were served—lifted the in- 
vitational events from a purely busi- 
ness to a social level. Informality was 
emphaszied at all the open houses for 
a two-edged purpose: To study the 
visitors’ reactions and to encourage 
them to discuss color openly and 
frankly. In all, wosu-Tv hosted about 
20 of these preview parties. 

The results proved as substantial as 


they were immediate. First of all, the 
events served as “very effective ice- 
breakers” for color in the community, 
Swezey reports. But the station also 
noticed a broad good-will effect that 
spread among its own staff, agencies 
and clients. While- these preview par- 
ties were the first step—the teaser— 
and there is no longer any need for 
them, wWDsU-Tv’s color viewing facilities 
are still available—and in demand. 
Invitations are now being extended 
to leading citizens, civic officials and 
community organizations. Their inter- 
est is so high that the station has to 
maintain a regular booking service 
for all scheduled network colorcasts. 
And while seating will allow for an 
audience of 150, group attendance and 
“repeaters” have frequently proved a 
strain on capacity. The station man- 
ager reports an especial rush to see 
children’s shows during the holidays 
and says that Sleeping Beauty and 
Peter Pan 


tions.” 


received “terrific recep- 

The second phase of the wWDsU-TV 
color plan was comparable to the call 
for interns to come to the ampitheater, 
for this was the clinic that showed 
agencies and clients exactly how to 
operate in color. The NBC-TV clinics, 
as they were called, were conducted 


in cooperation with that network, 





which sent to New Orleans its A-l 
experts in makeup, scenic design and 
graphic arts. These New York special- 
ists worked with the wopsu-Tv staff 
(which handled all the technical phases 
of the clinics) to put on the three-day 
conferences. 

The NBC-TV clinics were, the sta- 
tion points out, a logical follow-up 
since, after the agencies-advertisers had 
seen color on the screen, they were 
anxious to know the details of produc- 
ing it on a local level. But the sessions 
were also open to interested parties. 
“It was interesting to note,” a WDSU- 
Tv staff member now recalls, “the 
number of printers, photographers and 
similar professionals who came.” 

All the sessions were conducted right 
in the wpsu-Tv color studio (built ad- 
jacent to the station’s b&w facilities) 
where just about all the 12,000 square 
feet of space were given over to the 
first-hand study. That meant all mem- 
bers of the study group had access, not 
only to standard equipment like the 
light board, prop room and the con- 
trol room, but could also participate 
in all kinds of color transmission— 
from network to slides to live. (wpsu- 
TV, now building a new 975-foot tower 
outside New Orleans, is adding even 
more electronic color transmitting 
equipment there.) 

The three-day clinic, strategically 
timed, was climaxed by official dedi- 
cation of the color studio. The pro- 
gram featured wDSU-Tv’s initial live 
colorcast, a half-hour musical revue 
that immediately preceded one of the 
Max Liebman color spectaculars. At 
the end of the local program, NBC- 


TV’s color director Norman Grant 








observed, “This is one of the best 
openings I’ve seen.” 

Color, of course, increases produc- 
tion costs. wpsu-Tv has found, gen- 
erally speaking, that in contrast to 
b&w production, it costs about one 
and a half times as much to operate 
one color camera; twice as much for 
two color cameras. Since complete 
cost data has not been compiled, the 
station’s color rates are still undeter- 
mined. (For its temporary rate struc- 
ture, see story, page 44.) 

The third and final phase of the 
wpsu-Tv color plan was perhaps the 
most important: weekly clinics for 


Fitzgerald agency executives and clients see color 


























































NBC and wosu-Tv executives at initial color clinic 




























held 


for the benefit of a single manufac- 


Usually 


individual advertisers. 
turer, the sessions varied in length 
from two to three hours and showed 
the advertiser’s own products in sample 
commercials—on film, slides and live. 
These productions all originated from 
the color studio, but were watched on 


closed circuit by the advertiser in an 


adjacent building’s audition room. 
The station maintains a direct line 
between studio and viewing room, 


however, so that technicians can an- 
swer questions, halt demonstrations 
at any time or repeat portions of the 
clinic. 

These individual studies, based on 
the assumption that an advertiser is 
most interested in seeing his own prod- 
ucts in color, usually took about two 
weeks of preparation both by station 
personnel, who handled the technical 
and graphic production, and _ the 
agency, which supervised the product 
that 


agencies, by the way, proved extremely 


demonstration. WDSU-TV reports 
cooperative in producing these color 
product tests. 

Almost all the demonstrations fol- 
lowed the same, simple format: A 
slide billboard announced the session, 
and then a live camera took over to 
show a typical, New Orleans, French 


(Continued on page 102) 
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What is happening in 


hen Ivan Samovar, all-Soviet 

television commissar, returned 
to Moscow from his recent American 
tour he was promptly summoned to 
the Kremlin. There Comrade Samovar 
found the entire Politburo assembled 
and waiting to question him. The fol- 
lowing stenographic transcript of the 
Samovar Report was obtained through 
red channels that are better not dis- 
cussed. No one has previously seen 
this report, not the author, not the 
editor, not even the Manufacturers 
Trust Co.! 


Question: Comrade Samovar, what can 
you tell us about the capitalist use 
of television to exploit and suppress 
the American masses? 


Answer: I can tell you much, and if 
I went there again I could tell you 
more! This great Russian invention of 
television, stolen by Washington cap- 


italists in 1842 from our great... . 


Question: No propaganda here, Com- 
rade Samovar! This Politburo wants 
a strictly impartial account of the facts. 


W. D. Mogerman writes copy for 
BBDO, mostly on technical accounts. 
He was trained as a chemist, took up 
writing toward the end of the second 
world war. Before that, he was a U. S. 
Government scientist for 15 years at 
the National Bureau of Standards. He 
says that most of the secrets he knows 
today, like. those revealed in this very 
unlikely “Samovar Report,” are culled 
from reading the daily newspapers. 














The Samovar Report 


capitalistic America to 


Answer: | was about to give you neces- 
sary background. 


Question: Background is well-known 
to Politburo. Just tell us exactly what 
you yourself observed about the effect 
of television on the miserable existence 
of Americans under the heel of the 
capitalists. Now, what did you ob- 
serve? 


Answer: | observed much under con- 
ditions of great danger and constant 
surveillance. Oppression and cunningly- 
concealed use of commercials in every 
I observed. The law of the 
United States requires that sets must 
be in operation both day and night. 
No one dares to turn a set off, because 
no one knows when the F.B.I. will dash 
in to feel if your tube is cold, maybe? 
Also, the capitalists have worked out 


home, 


a special friendly espionage system to 
check up by phone to find out who 
is not looking. 


this 
espionage system operate? 


Question: How does friendly 


Answer: A young woman’s voice is 
used. “How do you do?” she says. 
“What program are you watching 
right now, please?” She sounds harm- 
less enough, but there is iron under- 
neath. The effect is devastating. On 
cummuter trains, for example, there 
is constant self-interrogation. “Did you 
see this program? Did you see that?” 
Every commuter claims he saw every- 
thing, of course. And in some homes, 
to make sure that everyone sees all the 
commercials, two sets are required. 


that great Russian invention? 


BY W. D. MOGERMAN 


Question: Two sets? Must be in very 
rich homes, ha? 


Answer: Two sets the capitalists are 
now placing even in the homes of the 
poorest wage slaves, not a single com- 
mercial should be missed day and 
night! 


Question: When do the people sleep? 


Answer: Who sleeps? Even if you 
should foolishly attempt to sleep, the 
phone rings immediately for another 
ominous survey, and you must get 
right up and make with the knobs 
again. 


Strange Compulsion 


Question: Do the people have to an- 
swer the phone? 


The inhabitants are 
vinced, especially the females, that 
drastic Government action would fol- 
low if they did not immediately an- 
swer a ringing telephone. 


Answer: con- 


Question: What do the Americans say 
about these terrible conditions? 


What 


slaves say is one thing 


Answer: the American 


wage 
the truth 
is something else that must be pene- 


trated and understood. 





Question: Were you able to penetrate 
to the truth? 


Answer: Able. 


Question: How about the F.B.1. spies? 
Didn’t they interfere? 


Answer: Interfered, but while they 
slept I worked. 


Question: Where did you work? 


Answer: In my hotel room was much 
work done. But it was not easy. First 
Igor Repin and | discovered and foiled 
a booby trap. 


Question: Who is Repin? 


Answer: Comrade Repin is my asso- 
ciate and life-long brother in the rev- 
olutionary movement. I would spill my 
blood for him, he is my other self, I 
Mics « 


Question: What kind cf booby trap did 


you find in hotel room? 


Answer: Repin and | were raised to- 
gether in the same village. My people 
and his people... . . 


Question: What kind of booby trap 
was found in hotel room? 


Answer: In corner, cleverly-concealed 
by folding wall, was found an attrac- 
tive white with 
facade of white porcelain enamel and 


television apparat, 
glass. On top, just above the knobs, 
were situated four aerials in the form 
of horizontial spirals of metal. Here 
was obviously a capitalist set on which 
I could obtain the real programs, not 
the propaganda material that was be- 
ing broadcast to fool the Soviet de- 
legation. 


Question: What happened? 


Answer: 1 approached set cautiously, 
turned down the volume of sound, and 
Suddenly | 


turned on picture. saw 
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Jewelry 

stores 

and 
manufacturers 









Even smaller merchants are 
discovering that television is their 


best year-round investment 


| a the largest maker of quality 
watches to the smallest Main street 
retailer of earrings and bracelets, 
jewelry advertisers are finding tele- 
vision their ideal medium. 

And, from the other side of the 
counter, telecasters are coming to re- 
gard jewelry accounts as gems in their 
strings of year-round basics which keep 
operation profitable in the spring and 
summer as well as in the plush Christ- 
mas buying season. 

Television has much to offer the 
jewelry advertiser. The quality audi- 
ence tv delivers includes Grade A pros- 
pects for diamonds and precious stones, 
watches and electric razors and all of 
the other gift-type merchandise that 
makes the jewelry trade a growing and 
profitable one. 

As was the case with many other 
smaller merchants, jewelers on the 
local level were at first reluctant to 
take the tv jump. Many began using 
television in the fall and winter season 
to give impetus to Christmas buying. 


In almost every case this first test 
brought impressive results. Jewelry 
executives, often classed with the most 
promotion-minded and astute of busi- 
ness men, decided to continue use of 
television. 

If tv could increase Christmas sales 
so dramatically, they felt, why not con- 
tinue its use through the dull season 
after Christmas when sales volume was 
sagging? 

Jewelers like L. Fred, owner of L. 
































Fred and Son of Waco, Texas, found 
that with television pre-Christmas 
watch sales “almost doubled.” As a 
result he committed his relatively small 
firm to 7 spots a week on KWTX-TV for 
the first half of 1956. This is an ad- 
vertising investment more than four 
times as great as that he made in radio 
and printed media last year. 

Or take another example, the Adams- 
Magnon Jewelers, Tampa. They were 
so pleased with Christmas sales spurred 
by special television advertising on 
wtvt Tampa that they are continuing 
to use it on the same basis to bolster 
spring sales. 

Manufacturers have made it easy 
for the local jeweler to get into tele- 
vision. Almost without exception they 
offer liberal cooperative agreements, 
provided their brands and products 
are featured. 

Bulova, one of the biggest national 
names, uses all of its $7-million ad 
budget in television and radio. The 
major portion of this is co-op. In the 
third quarter of 1955 Bulova was cam- 
paigning in 180 markets. While figures 
on the final quarter of the year are not 
available, those close to the account 
report the investment was even greater. 
The company ran an announcement 
campaign in 280 markets and spon- 
sored on a co-op basis the Screen Gems 
syndicated reruns of Ford Theatre and 
Fireside Theatre in some 180 markets. 


Benrus in Most Markets 


Anson Inc., an alternate sponsor of 
ABC-TV’s Stop the Music, made avail- 
able 50-second and one-minute films to 
local dealers. 

Benrus Watch Co., another big user 
of spot, hit most of the major markets 
in their preholiday campaign. Although 
Benrus is not currently in network tele- 
vision, they used participating an- 
nouncements on NBC’s Today last 
spring. 

Elgin National Watch Co. supplied 
dealers with one-minute and open-end 
20-second spots which were used in 
around 150 markets during the gift- 
buying season. In addition, Elgin was 
a heavy network advertiser in 1955, 
spending more than $1 million for the 
Elgin Hour, 9:30-10:30 p.m., alternate 
Tuesdays, on ABC-TV early in the year 
and then the CBS-TV Person to Person, 
10:30-1] p.m., Friday, alternate weeks. 
They are still sponsoring the program. 


The Helbros Watch Co. bought a 
limited number of spot announcements 
in major markets during the last 
quarter of 1955. 

Longines-Wittnauer Watch Co. has 
used a limited amount of spot, but its 
major television purchases have been 
network. Currently, Longines does not 
have a network show but is reported 
to be negotiating for one. Last spring 
the company spent $197,000 for the 
11-11:15 p.m., Mon.-Wed.-Fri. pro- 
gram Chronoscope on CBS-TV. 

Speidel, alternate sponsor of Big 
Surprise, 7:30-8 p.m., Saturday on 
NBC-TV, spent around $500,000 last 
year for that program and participa- 
tions on Home and Caesar’s Hour when 
the latter was on at 8-9 p.m. Mondays. 
The company supplied dealers with 
commercials which were placed locally 
in a number of markets. 

Gruen Watch Co. will start using 
Today on NBC-TV April 4 with the 
contract running through December. 
They are also starting to use participa- 
tions on Home, April 10 and Tonight 
May 10, both to run through the end 
of the year. The company participated 
on Home during the fall of 1955. They 
are also heavy investors in co-op ad- 
vertising, participating heavily, along 
with their dealers, in both live and 
film programs placed locally as well 
as in spot announcements on the same 
basis. 

Gemex, which used ABC-TV’s Stork 
Club, 10-10:30 p.m. Saturdays, early 
in 1955, is using Tonight, NBC-TV, 
starting in February and running 
through July. The company also offers 
dealers cooperative advertising con- 
tracts. 

Another user of participations on 
NBC-TV’s Tonight is Keepsake Dia- 
mond Rings which will participate on 
the show starting May 2 and running 
through April 1957. 

In normal classifying by trade 
groups, the jewelry industry is figured 
with optical goods and cameras. In 
1954 it was estimated that network 
television for this entire classification 
totalled $3.2 million. This was only 
fractionally higher than the $3.1 mil- 
lion which network television was 
estimated to have totalled in 1953. 

In 1955, however, network jewelry 
advertising alone totalled $3.6 million 
through October, leaving two of the 
heaviest spending months, November 


and. December, uncounted. This total 
was divided into $783,000 for ABC- 
TV, $425,000 for CBS-TV and §$2,- 
484,000 for NBC-TV, according to 
Publishers Information Bureau esti- 
mates. 

This indicates that network jewelry 
advertising increased substantially dur- 
ing the past year. A TV AGE probe into 
national spot and local television ad- 
vertising indicates that the increase in 
1955 was 


these categories in even 


greater than in network. Manufac- 
turers’ co-op policies became more and 
more generous, and a larger number 
of dealers indicated a preference for 
using these benefits in television. 


Of the $705 1955 tv 


revenue from time sales, TV AGE esti- 


million in 


mates that more than $15 million came 
from jewelry accounts. The major por- 
tion of this, some $11 
spent by the national advertiser. 


Spent in Other Media 


While 1955 figures are not available 
for this product classification for com- 
peting media, in 1954 it was estimated 
that the Jewelry, Optical Goods and 
Camera division spent $10.5 million 


million, was 


in magazines, $3.9 million in news- 
papers and $1.6 million in radio. 
While jewelry advertisers have found 
all types of television effective, spon- 
sors who prefer programs to spot an- 
nouncements seem to lean heavily 
toward syndicated film. Every major 
syndicator has a sizable percentage of 
jewelry stores among his customers. 
One reason seems to be that jewelry 
advertising is directed toward the adult 
audience. Mystery and adventure 
shows, as well as dramatic productions, 


Many 


advertisers use the same series until 


have been especially popular. 


it runs out and then search for another 
as similar as possible. Syndicators re- 
port the same merchants using their 
services for periods up to four and 
five years. 

Spot announcements have proved 
that they can be effective for jewelry 
advertisers, too. Many smaller jewelers 
buying a limited number of such an- 
nouncements at regular intervals have 
been able to trace a sizable increase 
in sales to their use. A combination of 
program and spot announcements is 
used by many merchants who want to 
step up a special sale or campaign. 

(Continued on page 107) 
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i nearly half of the television fam- 


ilies in the New York metropolitan 
area some member watches television 
after midnight at least once every week. 

In an exclusive survey for TV AGE by 
The Pulse, one thousand heads of tele- 
vision households were asked the ques- 
tion: “Have you or any members of 
your family watched television anytime 
after midnight during the past seven 
days?” 

Of the thousand, 483 said “yes” and 
517, “no” (See question 1). 

Inquiring more carefully into just 
which members of the family were 
watching television and how often they 
turned on the set, Pulse surveyors asked 
additional questions. 

Question 2 was: “Which members 
of the family watched television after 
midnight during the past seven days?” 
This inquiry was made of the 483 fam- 
ilies where some member had been a 


late viewer. Since more than one per- 


you 


QUESTION 1: “Have you or 
any members of your family 
watched television anytime 
after midnight during the 
past seven days?” 

Yes 

No 


Total tv homes 


interviewed 1000 


son usually watched, the total number 
of viewers was 780. 

Of this number more women watched 
than men, with a total of 417. The 
largest segment of women viewers were 
in the age groups between 26 and 35 

-~ 170, and in the 36 to 50 group — 
160. Only 26 women over 50 were 
among late tv viewers. Only 53 women 
in the 18 to 25 group were in the late 


Nearly half of New York's television families 


audience and a very few teenagers (See 
question 2). 

Most men watchers were in the same 
age group as was the case among 
women, the 26 to 35 group with 143 
and the 36 to 50 group with 145. Only 
12 men over 50 watched late tv and 52 
in the group between 18 and 25. A few 
more male’ teenagers were viewers than 
female. 

Analyzed from the television adver- 
tiser’s point of view, the breakdown of 
age groups seems to indicate that late 
shows offer a good audience, since the 
age groups most represented are the 
same groups that do the major part of 
the family spending. The age groups 
between 26 and 50 would include most 
heads of households, both male and fe- 
male, giving the late-hour television 
sponsor assurance that his message is 
reaching an audience that in most cases 
controls the family pocketbook. 

The question regarding frequency 

















of viewing was phrased: “How many 
nights did anyone watch television after 
midnight during the past seven days?” 
(See question 3). 

Since most people who sit up late 
do so habitually every night it is not 
surprising that the average number of 
tv nights for the 483 families who 
watched after midnight was three. The 
largest group of families, 153, fell into 
the twice-a-week group. Some 81 fam- 
ilies watched tv three nights out of 
seven, while four, five, and seven nights 
each drew approximately the same 
number of families, over 40 each. Six- 
night viewers dropped down to only 
13. 

This question on frequency of view- 
ing is important, too, for advertisers. 


QUESTION 2: “Which mem- 
bers of the family watched 
television after midnight dur- 
ing the past seven days?” 


Male: Underl2 — — 
12-17 ll 2.3% 
18-25 52 108 


26-35 143 29.6 

36-50 145 30.0 

Over 50 12 22 
Female: Under12 — — 


12-17 8 1.7 
18-25 sa. Lis 
26-35 i: 362 
36-50 160 333.1 
Over 50 26 5.4 
Total persons 
who viewed 780 161.5* 
Total families 
who viewed 483 


* Total over 100% because of 


multiple responses. 


QUESTION 3: “How many 
nights did anyone watch tele- 
vision after midnight during 
the past seven days?” 


One 104 21.5% 
Two 153 31.7 
Three 8 16.8 
Four 47 9.7 
Five 10 8.3 
Six 13 27 
Seven 45 93 
Total! families 

who viewed 483 100 


Average number 
of nights 3.0 


Apparently the late night sponsor is 
not only attracting the heads of house- 
holds but is winning their attention on 
an average of three nights a week. 


Food stores and food processors as 
well as bottled drink distributors should 
be interested in results of the fourth 
question, which was, “While watching 
television after midnight, do you usu- 
ally have a snack; that is, something 
to eat or drink?” 


The vast majority of later viewers 
do. Of the total of 483 families ques- 
tioned on this score, 70 per cent replied 
in the affirmative. Only 145 families 
denied eating or drinking as they 
watched the late show. 


Rounding out the piciure of the late 
viewing family, The Pulse inquired into 
the number and age of children. 

This questioning uncovered the fact 
that of late viewers the majority, 286 
of the 483 families, did not have chil- 
dren under the age of 11. Of the re- 


watch programs after midnight, a special Pulse survey reveals 


maining households the largest number 
had one child, although a number had 


two or more (See table). 


Summing up, the survey seems to 
indicate that in the New York area at 
least, a substantial number of adults 
watch television after midnight almost 


every other night. More than one per- 


QUESTION 4: “While watch- 
ing television after midnight, 
do you usually have a snack; 
that is; something to eat or 
drink?” 


Yes 338 70.0% 
No 145 30.0 
Total families 

who viewed 483 100 


CHILDREN IN FAMILY 


Under 6—1 96 19,9¢ 
2 39 8.1 
3 r L.5 
4 l 2 
6-11 ] 82 17.0 
2 32 6.6 
3 5 1.0 
4 2 A 
None ll or under 286 59.2 
Total responses 550 113.9* 
Total number 
| of children 368 
| Total families 
who viewed 48: 


* Total over 100% because of 


multiple responses. 


son in a family usually watches this 
late show and while they are watching 
the vast majority of families have so:ne- 


thing to eat or drink. 




















Now! Live Color Commercials 





“3V" Color Film System as arranged for pickup of color opaques and live action commercials. 


RCA Pioneered and Developed Compatible Color Te! 





with your RCA“3V"! 

















Simple lens system added to RCA “3” 
Film Camera picks up live-action color 
commercials...and color opaques of all kinds 


OW you can go to “live” color in the least expensive way imaginable. 

RCA engineers have worked out an extension lens system which 
can be used with any RCA “3V” Camera to pick up all kinds of product 
displays ... live... in action... in highest quality color. And the 
same system can be used for televising color opaques in the simplest 
possible manner. 


Products to be colorcast are set up on a small, fixed stage (as shown on 
opposite page). Any type of action which can be carried out in a 
limited area is practical. You can turn products around, upside down, 
etc. .. . show liquids foaming . . . real bottle pouring . . . use of tools 

. . appliances in operation . . . wind-up toys in action. . . all kinds 
of animation. 


Color opaques can be artwork, charts, maps, diagrams, magazine pages, 
comic strips. They can be mounted on an easel, on a flip-over stand (as 
shown at right), or held in the hand. You can use artwork or catalog 
illustrations and thus avoid making slides. Color rendition is nearly 
perfect; there are no density problems as with color slides. 


Both products and opaques are televised in the open... in fully lighted 
rooms. No need for light covers or strobe lights. Pictures have high 
resolution inherent in vidicon type camera. Picture quality and color is 
equal in every way to that attained with studio type color cameras. 


Development of a push-button operated 4-input multiplexer makes it 
possible to use an RCA “3V” camera for televising “live” color com- 
mercials, color opaques, color transparencies, color slides and color 
films. Such an arrangement provides maximum usefulness of equip- 
ment—gets you into color in the fastest and least expensive way. 


And remember, the RCA “3V” Film Camera System is the system which 
most broadcast engineers believe to be the best. 





For complete technical information on the new RCA “3V” 
Color Film System, call your RCA Broadcast Sales Represen- 
tative. In Canada: write RCA VICTOR Company Ltd., Montreal. 











A RADIO CORPORATION of AMERICA 
BROADCAST EQUIPMENT, CAMDEN, N. J. 

















































Live color commercials with a minimum of props, showing hands, etc. | 


Film Sales 


As the syndication picture for 1956 
begins to take shape it is apparent that 
the companies in the field are going 
ahead with the expansion plans which 
were generally announced at year-end. 
Following are a few of the devel- 
opments which are underway or prom- 
ised. 

TPA is going to fork out some $10 
million for new properties and already 
has four half-hour series getting 
started, with four more planned. 

Screen Gems intends to spend $12 
million for at least eight of the 13 new 
properties on its 1956 schedule. 

Hal Roach Studios has $9 million 
earmarked to take care of seven new 
films and another $4 million on paper 
for five more programs. 

ABC Film Syndication announces 
an expansion program and is currently 
preparing two new properties for syn- 
dication with four and possibly five 
more for national sale prior to 
syndication. 

NBC Film Division, reporting that 
sales in 1955 were the highest in its 
three-year history, will be adding more 
properties to its list as well as more 
personnel and office space. 

Interstate Television showed a 100 
per cent increase in 1955 over 1954 
and it has already added five programs 
to its roster, with more to come. 

Ziv, in addition to producing several 
new series this year, adds another ex- 
pansion fillip—it will spend $800,000 
for promotion, a boost of 25 per cent 
over what it spent to tell its story via 
ads in 1955. 

MCA-TV and Guild will not only in- 
crease their properties in the coming 
year but also their promotion activity. 

Official is about to release promotion 
plans for a spring campaign. 


Syndicated Films 


ASSOCIATED ARTISTS 
PRODUCTIONS, INC. 


Movieland 


KENI-TV Anchorage; WBAL-TV Baltimore; 
WBZ-TV Boston; BEN-TV Buffalo; KRBB 

3A-TV Fort Smith; 'WATE- 

C-TV Nashville; WTAR- 

Norfolk: Philadelphia*, Al Paul Lefton; 

RO-TV Sedalia, Mo.;° WCTV. Thoma- 


sville, Ga. 

*Sold directly to agency. 

Sherlock Holmes Features 

WBTV Charlotte; WEAU-TV Eau Claire; 
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Ziv Television Programs’ 


The Man Called X 


KRBB El Dorado; KFSA-TV Fort Smith; 
WATE-TV Knoxville, KDRO-TV Sedalia; 
KSD-TV St. Louis; KTNT-TV Tacoma. 


Silent Night 

KXLF-TV Butte; WNBK Cleveland; KFSA- 
TV Fort Smith; WKJG-TV Fort Wayne; 
WISE-TV Indianapolis; KTRK-TV Houston; 
WMAZ-TV Macon; WMCT Memphis; WCOV- 
TV Montgomery; WSIX-TV Nashville; 
WDSU-TV New Orleans; WTVH-TV Peoria; 
KCCC-TV Sacramento; KELO-TV Sioux 
Falls; KXLY-TV Spokane. 


ATLANTIC TELEVISION CORP. 


55/56 Feature Package 

KOAT-TV Albu 4 ue; WTVN-TV Colum- 
bus; KRNT-TV oines; KLRJ-TV Las 
Vegas. 


Million Dollar Feature Package 


KOAT-TV Albuquerque; KRNT-TV Des 
Moines, KFJZ-T Ft. Worth; KLRJ-TV 
Las Vegas; WREC-TV Memphis; WICS 
Springfield, Ill.; KYTV Springfield, Mo.; 
WEA -TV West Palm Beach. 


39 Steps 
KOAT-TV Albuquerque; KLRJ3TV_ Las 
Vegas; WFIL-TV Philadelphia; KDKA-TV 
Pittsburgh. 


ATLAS TELEVISION 
CORPORATION 


Captain Z-Ro 

WAAM Reimers, Green Springs Dairy; 
WGR-TV Buffalo; WBKB Chicago, Wanzer’s 
Dairy; WBNS-TV Columbus, Junior League; 
CKLW-TV Detroit; WSJV-TV Elkhart, 
Tumm Dairy Chain; WSAZ-TV Huntington; 
KSWM-TV Joplin; WLEX-TV Lexington; 
WMCT Memphis; WRCA-TV New York, 
National Shoes; XETV San Diego; WTOP- 
TV Washington, D. C., Thompson’s Dairy; 
WBRE-TV ilkes-Barre, Farmer’s Co-oper- 
ative Dairy of Hazelton; KIMA-TV Yakima, 
Tiriery Bakery. 


GEORGE BAGNALL & ASSOCIATES 
36 Feature Films 


WKNB-TV New Britain, Conn. (Renewal); 
KUTV Salt Lake City (Renewal). 


I Search for Adventure 


KSL-TV Salt Lake City; KOAT-TV Albu- 
uerque; KVAL-TV ugene; WBAL-TV 
altimore. 


CBS TELEVISION FILM SALES, 
INC. 


Amos ’n’ Andy 


WCSC-TV Charleston, Piggly Wiggly Stores 
(Renewal); WFMY-TV_ Greensboro, Smith 
& Doublass Co., Inc.; WFBC-TV Greenville, 
S. C.; Texize Chemical Co. & Orders Mattress 
Co., (Renewal); KID-TV Idaho Falls; 
KSWM-TV Joplin; WJTV Jackson, Milner 
Chevrolet Co.; KLAS-TV Las Vegas; WREC- 
TV Memphis; KTVK-TV Salt Lake City 
(Renewal); KFMB-TV San Diego. 


Gene Autry 


WMT-TV Cedar Rapids, Trausch Baking Co. 
(Renewal); KOMU-TV Columbia, Mo., Co- 
lumbia Baking Co. (Renewal); KOTA-TV 
apid Cit Wonder Baking Co. (Quality 
a On, FJB-TV Valley City, Regan Bros. 
Co. (Quality Bakers). 


‘(Continued on page 58) 





Because 


Yes, sir, we all ‘‘goof’’ now and 
then. Feel like utter chumps when 
we do, too. The important thing is 
not to do it before the TV camera. 
That's why more and more adver- 
tisers use film .. . why they rehearse 
each sequence—then shoot—then 
edit for final, free -and- easy 
perfection. 

Matter of fact, it’s not only safer, 
but easy and economical, too, when 
you USE EASTMAN FILM. 


For complete information, address: 


Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


East Coast Division 
342 Madison Avenue 
New York 17, N. Y. 


Midwest Division 
137 North Wabash Avenue 
Chicago 2, Illinois 


West Coast. Division 
6706 Santa Monica Blvd. 
Hollywood 38, Calif. 


or W. J. GERMAN, INC. 
Agents for the sale and distribution of 
Eastman Professional Motion Picture Filn 
Fort Lee, N. J.; Chicago, Ill.; Hollywood, C 





. all the oafs aren’t apes 
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Film (Continued from page 56) 


Fabian of Scotland Yard 


KOOK-TV Billings, Continental & Joe’s Ap- 
1 Shop; KFBB-TV Great Falls, Conti- 


pare 

nental Oil Co.; WREC-TV Memphis. 
Life With Father 

WREC-TV Memphis. 


channel 


Serving prosperous eastern N. C. 











Hollywood Television Service’s Ad- 
ventures of Dr. Fu Manchu. 


Long John Silver 

WLW-C Columbus, Ohio; KRLD-TV Dallas; 
AS-TV Las V : TV Oklahoma 

KPTV Portland, 

2 p Canada 

Dry; KTVT Salt Lake ow, = KFSD- Tv San 

Diego; KTTS-TV Springfield, 


Newsfilm 

WBNS-TV Columbus, Ohio; WREC-TV 
Memphis; WMax-TV Washington. 

Annie Oakley 


KTEN Ada; KHSL-TV Chico, Quality Dairy; 
WXEL-TV Cleveland, Continentai Baking; 


KMJ-TV Fresno; Greenville, N. v., 
Continental Baking; KPRC-TV Houston, 
Fresh iv., Carnation Co.; KID-TV 


Idaho Falls, Continental Baking; WKNY-TV 
Kingston, RCA alers (Renewal); WCBS- 
TV New York; KLIX-TV Twin Falls (Re- 
newal). 

Range Rider 

WNBF-TV Binghamton, Stroehmann ae 


ries (Quality akers—Renewal) ; 
Denver, American Beauty Macaroni (Renew- 


al); WHP-TV Harrisburg, Stroehmann Delne- 
ries (Quality Bakers—Renewal); WREC-T 
Memphis; WALA-TV Mobile, ae 
Dairy; WPIX New York, Kellogg. 

The Whistler 

WFBG-TV Altoona. 


GENERAL TELERADIO, INC. 


Gang busters 

WFBG-TV Altoona; WNBF- =v pete 
ton; WDAF-TV Kansas Cit R-TV 
Pensacola; WIRI Plattsburg, Y. ERG 
Schenectady; WSYR-TV Syracuse; WKTV 
Utica; WCNY-TV Watertown, N. Y. 

17 Feature Films 

WBUF-TV Buffalo; WUSN-TV Charleston, 
S. C.; KPRC-TV Houston; WKZO-TV Kal- 
amazoo; KOLN-TV Lincoln; WDSU-TV New 
Orleans; WTOC-TV Savannah; KDRO-TV 
Sedalia, Mo.; WSUN-TV St. Petersburg; 
WEAT-TV West Palm Beach. 

30 Feature Films 

WBTV Charlotte, N. C.; WKZO-TV Kala- 
mazoo; KOLN- Lincoln; WTOC-TV Sa- 
vannah; KDRO-TV Sedalia, Mo. 


INTERNATIONAL NEWS SERVICE 


Telenews Daily 


KTVK Phoenix; — TV San 
WTTG Washington, D. C. 


Telenews Weekly 

KID-TV Idaho Falls. 

This Week in Sports 
WAPA-TV San Juan, P. R. 
INTERSTATE TELEVISION 


Action Adventure 


KBST-TV Big Spring, Texas; WBTV Char- 
lotte, ee C.; WXYZ-TV Detroit; KQTV Fort 
Dodge; W TOK-TV Meridian, Miss.; WKRG- 
TV Mobile; KOAM-TV Pittsburg, Kan.; 
KHQA-TV Quincy; WTHI-TV Terre Haute. 


Adventure Album 

WKRG-TV Mobile. 

Ethel Barrymore Theater 

KTSM-TV El Paso; KGUL-TV Galveston; 
(Continued on page 61) 


Diego; 


CORP. 
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Keep watching this space for 
more reveajing facts! 
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CUTS MANPOWER IN HALF 
NO HOT LIGHTS 
TUBE COST approx. 2c per hour 


COLOR AT MONOCHROME COST 


TELEVISION TRANSMITTER 
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DU MONT ‘LABORATORIES, INC., CLIFTON, 
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FILMAGNETIC 
AN Optional FEATURE 


AVAILABLE FOR FACTORY INSTALLATION 
ON ALL NEW OR EXISTING AURICON 
OPTICAL SOUND-ON-FILM CAMERAS 


©) 


se 


LEAMA AAS @ 






































T.M. REG. 


U.S. PAT. OFF. 


Presenting alee aks 
FILMAGN 


Auricon proudly presents “Filmagnetic’’ High-Fidelity sound-on-film Recording, for 
lip-synchronized Talking Pictures and Music of Quality, on 16 mm black and white or color 
film pre-striped for magnetic sound before it is exposed to light. “Filmagnetic” sound and 
optical picture are recorded Single-System on the same film at the same time! The “Filmagnetic” 
Unit, installed at the Factory in any Auricon Camera, can be temporarily removed without the 
use of tools, thus providing a choice of High-Fidelity Optical or Magnetic sound-tracks. Your 
pre-striped film with magnetic sound lip-synchronized to your picture, passes through the normal 
picture-development and is played back on any 16 mm Magnetic Sound Projector, including the 
Ampro, B&H, RCA, and others. “Filmagnetic” Outfit complete . . . $870.00 
PLEASE MAIL COUPON BELOW FOR FREE INFORMATION... 






co 
eT 
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“Filmagnetic’ Twin-Head Camera 
Recording Unit, with Record and 
Instant-Monitor Magnetic Heads, 
which automatically open for easy 
threading ... complete with Model 
MA-10 Amplifier, $870.00 installed 
on any new Auricon Camera at the 
Factory. Small extra installation 
charge on existing Auricon Cameras. 





“Filmagnetic” 3 Input Amplifier, 
Model MA-10, with High-Fidelity 
Microphone, complete Cables and 
Batteries, in a Cowhide-Leather 
Carrying Case. Super-portable, 
weighs only 7 pounds, carries easily 
with shoulder-strap during operation! 










16 MM SOUND-ON-FILM SINCE 1931 


eceeeee Aumieaw Le £ReCEREG — 
SAMARAS eco inne . AW 
GUARANTEE aes , . , oti sant 
= All Auricon Equipment is sold with AURICON Division | Please send me free information on “Filmagnetic 
BERNDT-BACH, INC. equipment for Auricon Cameras. 


983 No. Mansfield Avenue | a Without obligation, please send me cost of installing 
Hollywood 38, California “Filmagnetic” on my Auricon Model......... Camera. 





You must be satisfied! 
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SUPER 1200 
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C 0.8 Hag YOUR BEST DEAL || IMPROVE YOUR FILM TITLES 


with the TEL-Animaprint 


The ALL NEW ee cond aoe 
animators, special effects j 
laboratories, TV stations, : 

advertising agencies, etc. 

ae 

The answer to economy in animation! The 
first sensibly priced HOT PRESS TITLE 
° ° MACHINE for high quality, fast lettering 
for 16mm Optical Sound - Ou er Gilm Prints dry from colored foil for instant use. 
Acme pegs give perfect registration on 
paper or acetate cells. Prints all colors. 


\\ 

















Professional Tel-Animaprint tools for top 
g Picture Camera with Socuniques — gractest dsl- | 
. one 2 lar for dollar value in the J 
Built-in Features inaaent ———- 
— | 








ONLY $395 ’ 


Write for TEL-Animaprint literature 
—covering every need for animation 


Poa | Lait Your Film Safely with 
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“Auricon Pro-600" with Lens i. 
Blimping Hood, Auto Parallax we Ee 
Finder with Magazine, Tripod 


= 


“Auricon Pro-600" with Single- EDIOLA 


Lens “C” Mount, Tele-Finder 


Objective, View Finder, Magazine ACTION 


%*% Self-blimped for completely quiet 


studio operation. The whisper-quiet 
film flow of The “Auricon Pro- 
600” is silent proof of precision de- 


sign. Your sound-recording micro- 





phone never picks up “’Pro-600” 

camera noise! AND 
* 600 ft. film Magazines with Auri- 

con-Electromatic Take-up, for 16 

minutes of continuous “Talking- 


Picture” filming. 


% Synchronous Motor Drive for “’Sin- 
gle - System” or “Double - System” 
Recording. 


*% Available at added cost is “Single- 
System” equipment for Optical ‘ 
Sound-Track-On-Film, “C-mount” 
Lenses, Film Magazines, View- 











Finders, 3-Lens Turret... Critical A low priced professional optical 16mm Action Viewer—projects Big, 
Ground. Glass Focusing Lens Sun- Clear, Aerial Image—roller smooth, left to right—synchronized with 
Shades, Tele-Finders, etc. Precision Sound Readers on Special Base—Write for brochure 
“Auricon Pro-600" with Critical # Sold with 30 day money-back Action Viewer with Sound reader and Base... ..$362.45 
Ground-Glass Focusing, 3-Lens Turret guarantee, you must be satisfied! S.0.S. Edista Action Viewer.........-..... oo. Se 
i i i... ccs teaceas dew ecusiss 185.00 
PRICES START AT $1165 ee ae ... 49.50 


Write for free illustrated ““ALL NEW Auricon Pro-600” literature and prices 


SPECIAL OFFER fo AURICON-PRO OWNERS ||| Take Advantage of 5.0.5. Time-Payment Plan 


$.0.S. will accept your old camera as a trade-in for Convenient payment terms arranged. You may apply 
the “All New Auricon Pro-600." Time Payments, Too! your idle or surplus equipment as a trade-in. 
































“The Department Store of the Motion Picture Industry” 





" | ( CIN EMA CII p Ply COR p Dept.N, 602 WEST 52nd ST., NEW YORK 19, N.Y. 
. , c e Phone: Plaza 7-0440 Cable: SOSOUND 


WESTERN BRANCH: 6331 Hollywood Boulevard, Hollywood 28, California — Phone: HOllywood 7-9202 
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WKRG-TV Mobile 

Adventures of Blinkey 

KLTV Tyler, Texas 

Public Defender 

WGR-TV Buffalo; KNOX-TV Grand Forks, 

N. Dak.; WEAR-TV Pensacola. 

The Amazing Tales of Hans Christian 

Andersen 

WKRG-TV Mobile. 

I Married Joan 

wran-tv Norfolk;KFDX-TV Wichita Falls, 
Ss. 

Jubilee Feature Package 


WGN-TV Chicago; WIS-TV Columbia, S. C.; 
WTVP Decatur; KCKT-TV Great Bend; 
WKBT La Crosse; KTHV Little Rock; 
WHAS-TV Louisville; WTOK-TV Meridian, 
Miss.; WKRG-TV Mobile; WLAC-TV Nash- 
ville; WTVH-TV Peoria; KSD-TV St. Louis; 
WTHI-TV Terre Haute. 


Little Rascal Comedies 


WKRG-TV Mobile; KLTV Tyler, Texas; 
KAKE-TV Wichita, Kan. 


NBC FILM DIVISION 


Badge 714 B 


WKZO-TV Kalamazoo, National Bohemian 
Beer. 

Badge 714 C 

KOB-TV Albuquerque; WNHC-TV New 
Haven, Cott Beverages; WNHC-TV New 
Haven, Ehlers Coffee; WCAU-TV Philadel- 
phia; WCSH-TV Portland, Me.; KSWS-TV 
Roswell, N. M.; WTOC-TV Savannah, Star 
Laundry & Dry Cleaners; WSBT-TV South 
Bend*, Jack Brown & Assoc. 

*Sold directly to agency. 


Captured 


WRDW-TV Augusta; WBUF-TV Buffalo; 
KROD-TV El Paso, Gruen Watch Co.-Fed- 
eral Jewelry. 





opportunity 


knocks thrice 


Starting with the May issues of 
Standard Rate’s Spot Radio and 
Spot TV books and every month 
thereafter, you'll get 3-way eye- 
traffic for your Service-Ads- 
because —(1 the map of your 
market, and (2) statistics on your 
market, will be right where they 
belong —in SRDS — with (3) regu- 
lar listing of rates and data. 


This gives you a great new 
opportunity to take advantage 
of the tripled eye-traffic with 
your Service-Ads in appropriate 
positions near your market data 
and near your listing. 


SROS 
Standard Rate & Data Service, Inc. 





Crunch & Des 

KGNC-TV Amarillo; WABT Birmingham, 
Drennon Auto Co.; KCRG-TV Cedar Rapids; 
KLZ-TV Denver; KTSM-TV El Paso; KATV 
Little Rock; WKRG-TV Mobile; WSIX-TV 
Nashville; New Britain, Schmidt Beer; 
WCAU-TV Philadelphia, Schmidt Beer; 
KDKA-TV Pittsburgh, Pittsburgh Brewing. 
Jax Brewing Co. sponsoring in following 
markets: Alexandria, La., Houston, Meri- 
dian, Méiss., Midland, Tex., Monroe, La., 
Temple-Waco, Tyler, Wichita Falls. 

Regal Pale Brewing Co. sprees in fol- 
lowing markets: WBRZ- Baton Rouge, 
Ft. Myers, Miami, Orlando, West Palm 
Beach. 

Dangerous Assignment 


WBUF-TV Buffalo; WHYN-TV Springfield, 
Mass.; WFLA-TV Tampa, Easy Monday 


The Falcon 


WBUF-TV Buffalo; WCSC-TV Charleston, 
S. C.; WGBS-TV Miami; WPRO-TV 
Providence. 


The Great Gildersleeve 

Spring, Tex. Piggly Wigely Stores; WIV 
pring, Tex. y Wigg ores; 
Dothan, Ala.; WAtic C-TV a Haven, Sa- 
varin Coffee; SIX-TV_ Nashville; KDKA- 
TV  Pittsbur Ma KTBS-TV_ Shreveport’, 
Southland Adv. Ag.; WILK-TV Wilkes- 
arre. 

*Sold directly to agency. 

His Honor, Homer Bell 

WOR-TV New York. 

Hopalong Cassidy—Half Hour A 
KCBD-TV Lubbock, Tex.; KOAM-TV Pitts- 
burg, Kan.; KHQ-TV Spokane. 

Hopalong Cassidy—Half Hour B 


WABT Birmingham; WBAL-TV Baltimore; 
KCBD-TV Lubbock; KOAM-TV Pittsburg, 
Kan.; KHQ-TV Spokane. 


Hopalong Cassidy—Hour 
WHIO-TV Dayton; KHQ-TV Spokane. 
Inner Sanctum 


WBUF-TV Buffalo; WREC-TV Memphis; 
New Britain, Savarin Coffee; WOW-TV 
Omaha, Rosen-Novak Motors. 


Life of Riley B 
WBAY-TV Green Bay. 
Life of Riley C 
WBAY-TV Green Bay. 
Life of Riley D 


KFYR-TV_ Bismarck; 
KOTV Tulsa. 


Lilli Palmer 
WBUF-TV Buffalo. 
Steve Donovan, Western Marshal 


WXIX Milwaukee; 


WAFB-TV Baton Rouge; WWJ-TV Detroit; | 


WGBS-TV Miami; WSAV-TV Savannah; 
Shreveport, Pak-a-sak Service Stores. 


Victory at Sea 


WITV Ft. Lauderdale; WCAU-TV Philadel- 


phia; WJNO-TV West Palm Beach. 
Watch the World 
WBUF-TV Buffalo. 


WALTER SCHWIMMER 
PRODUCTIONS, INC. 


Championship Bowling 


KBAK-TV Bakersfield; WCSC-TV Charles- 
ton, S. C.; GL Easton; KQTV Fort 
KBES- TV Medford; T 
Monroe, La. KWTV Oklahoma City; 
WSAU-TV Wausau, Wisc. 


Eddy Arnold Time 


WKRC-TV Cincinnati, Bavarian Brewery; 
WSVA-TV Harrisonburg, Va., Domino Cig- 
arettes; WJAC-TV Johnstown, Pa., Food 
Chain; KTRE-TV Lufkin, Tex., Feed Co.; 
KDKA-TV Pittsburg, Wilkens Jewelers; | 
KPAR-TV Sweetwater, Tex.; WMAL-TV 
Washington, D. C., Buick Dealer. 


SCREEN GEMS, INC. 


All Star Theatre 


WABT Birmingham; KFSA-TV Ft. Smith, 

George's Jewelers; WwxIx Milwaukee; 
WTOC-TV_ Savannah; WSPD-TV .-Toledo, 

Imperial Wayside Furniture Co. ; 


Big Playback 


KPIX San Francisco, Brown Buick. Nebane 
Mattress Co. sponsoring in following mar- 
kets: Columbia, S. C., Durham, N. C., Green- 
ville, S. C.; Richmond, Roanoke, Winston- 
Salem, N. C. 


(Continued on page 64) - 
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FOR QUALITY AND SERVICE 
ALL AL ES UE LA 


Commercial Film Producers 





Agency: Kudner Agency, Inc. 
For: Frigidaire 





Agency: Robert W. Orr & Assoc., Inc. 
For: Woodbury Soap 





Agency: William Esty Company, Inc 
For: Cavalier Cigarettes 
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Write, wire or ‘phone for sample reel and brochure. 
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for AUDIENCE IMPACT...SALESMANSHIP... 
and TOP PRODUCT IDENTIFICATION 
you can’t beat... 





























39 NEW half-hour shows 


fe" NEW STORY LINE... warmer and more enteftaining 
than ever before. 


G® NEW SETTINGS ... Molly's new home in the 


heart of Suburban America. 





& NEW SITUATIONS... with Molly making friends with 


all her new small town neighbors. 


ee 


EVERYBODY LOVES MOLLY 


...and now that same warm affection canbecarried _ twenty-five years of national sponsorship, the show 
over to your product when you sponsor this great has a brand-new title and a bright new format. It's 
family show. The simple and endearing personality ready to go to work for your product immediately 
that is MOLLY surrounds your sales messages with _ in just the markets you choose... but you'll have to act 
the kind of sincere impact that can't be duplicated _fast, before the cities you want are gone! Write, 
by any other program... of any type. Now, after wire or phone today for audition reel and prices. 


GUILD FILMS 


COMPANY, INC. 


460 PARK AVENUE - NEW YORK 22, NEW YORK + MuUrray Hill 8-5365 
IN CANADA: S. W. CALDWELL, LTD. 




















4 MORE GUILD 
BEST-SELLERS 





I SPY 


Distinguished actor, 
RAYMOND MASSEY, pre- 
sents true and exciting 
stories behind history's 
most famous spies. 39 half- 
hour . . . mystery, intrigue, 
adventure. Sponsored in 
over 60 morkets. 








Paul Coates’ behind-the- 
scenes report on America 
... with penetrating close- 
ups of its people and prob- 
lems. A new and exciting 
concept in dramatized 
journalism. The %-hour 
show all America is talking 
about... winning fabulous 
ratings in over 100 markets. 

















15 minutes with 
FRANKIE LAINE 


and Connie Haines 


All the ‘star’ entertainment 
quality of a 44-hour show 
packed into 15 fast-moving 
minutes. Ideal choice for 
small advertisers who want 
the impact of a %-hour 
show on a 15-minute 
budget. Top-rated show in 
its time-slot over WCBS- 
TV, New York. 





Se vane 
Sa 
icy 
yet 
ie 
Dk 
et 
TS 
\ 
a Al 
fae ng 
: ; 
: 
- 4 
; 
} 
j 








CHECK THESE SKYROCKETING 


NEW YORK A.R.B. RATINGS: the LIBERACE show 





Television's most widely 
acclaimed musical series 
for the third consecutive 
year. Still a few choice 
availabilities, and you're 
in luck if one of them hap- 
pens to be in your market! 
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WABD 
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“QUITE A SALESGIRL, THIS MOLLY...” 


. . . Says Peck Advertising Agency, speaking for its client, Old Dutch | 
Coffee, which reports enthusiastic reaction from all its dealers since it | 
began sponsoring this program last October. Incidentally, ratings for ; GS U } LD FI LM Ss 
MOLLY'’s time-slot, which were 1.5 before the show's debut, have now [ | Company ow 
climbed to 11.7... bringing the show's cost-per-thousand down to only | 

$2.67 per commercial minute. 
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460 PARK AVENUE + NEW YORK 22, NY 
. MURRAY HILL 8-5365 
IN CANADA: S. W. CALDWELL, LTD. 
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Film (Continued from page 61) 


In the SPOTlight | 


| Celebrity Playhouse 


KENI-TV Anchorage; KOOK-TV Billings, 
Midland Nat'l Bank & Elliot’s Dept. Store; 
AGMB-TV Honolulu, United Airlines; KLAS- 
TV Las Vegas; WAVE-TV Louisville, Oertell 
Brewing; KZTV Reno; KSTP-TV St. Paul, 
Ist Nat'l Bank of Minneapolis & Northern 
State Power Co. 


Jungle Jim 


KLOR Portland, Ore.; WFMJ-TV Youngs- 
town, Schwebels Bakery; WTRF-TV Wheel- 
ing, Garvin's Dairy. 


Tales of the Texas Rangers 


KFDM-TV Beaumont, GEM Jewelry Co.; 
KBST-TV Big Spring, Gosden Petroleum 
Co.; KRDO-TV El Paso, El Paso Nat'l Bank; 
KFSA-TV Ft. Smith, Central Ark. Milk 
Producers Assoc.; KARK-TV Little Rock; 
KCBD-TV Lubbock, Tex.; G-E Supply Co.; 
KCMC-TV Texarkana, Tex. 


Top Plays of 1956 


WABT Birmingham; KTVH-TV Hutchinson, 
Kansas State Bank of Wichita & Wichita 


current productions making 
sales records 








Agency: None Federal Savings & Loan; KTTV Los Angeles. 
Client: Dieldrin (Shell Chemical STANDARD TELEVISION 
Corp., N. Y.) (Beverly Hills) 


Love Happy, feature film 


WGN-TV Chicago; KTLA Los 
WCBS-TV New York. 


STERLING TELEVISION CO. 


Armchair Adventure 

WCAX-TV Burlington, KRBC-TV Abilene. 
Bowling Time 

WPFH Wilmington; WSJV-TV Elkhart. 
Features 

WILK-TV Wilkes-Barre. 

Invitation Playhouse 

WSBT-TV South Bend. 

Little Theatre 

WSBT-TV South Bend. 


Angeles; 








Movie Museum 
WFMJ-TV Youngstown; 
Junction. 

Serenades 

KARD-TV Wichita. 
This World of Ours 
KRBC-TV Abilene. 
World We Live In 
KRBC-TV Abilene. 


STUDIO FILMS, INC. 
Studio Telescriptions Musical Library 


KGGM-TV Albuquerque; KMID-TV Mid- 
land, Texas; KOAM-TV Pittsburg, Kan.; 
WCSH-TV Portland, Me.; KBET-TV Sacra- 
mento; WWLP Springfield, Mass. 


UNITED WORLD FILMS, INC. 

Going Places 

KFAR-TV Fairbanks. 

Headlines on Parade 

KFAR-TV Fairbanks; WPTZ Philadelphia. 

Sportscholar 

—* Chattanooga; KSL-TV Salt Lake 
ity. 

Stranger than Fiction 


WXYZ-TV Detroit; WFBC- 
Ss. C.; WPTZ Philadelphia; 
Francisco. 


LOUIS WEISS & CO. 
Craig Kennedy Criminologist 


KMBC-TV Kansas City; WXYZ-TV Detroit 
(Renewal). 


KFXJ-TV Grand 


TV Greenville, 
KRON-TV San 


Film Commercials 


ANIMATION INC. 


Completed: Oscar Mayer & Co., 
Wherry, Baker & Tilden. 

In Production: Nationwide Life & Auto Insur- 
ance, Ben Sackheim; Sawyer View-Master, 
Carvel, Nelson & Powell; Pacific Telephone 
& Telegraph Co., DO. 


Wieners, 


(Continued on page 67) 

















Agency: McCann-Erickson, Inc. 
New York, New York 


Client: Esso 


Agency: Grant Advertising, Inc. * = ea! ae 
New York, New York 
Client: Dodge Cars 





FILM SCRATCHES—DAMAGES REMOVED 
} by The Film Doctors” 


‘ Rapid Film’s proven RAPIDWELD process revives and lengthens 












inc. motion picture life, removes scratches, gives clean, clear “labora- 
tory look.” Cuts print costs. Saves you big money. To find out how 
‘ Write or phone for “THE FILM DOCTORS” booklet to 
y & . 
mwa Gaecccccccsstacescce sss eee 
1037 N. Cole Ave., Los Angeles 38, Cal. 4 ap € FILM TECHNIQUE ‘ 
. ESTABLISHED 1940 InN 


Telephone Hollywood 5-5171 


New York Office: 135 East 50th St. 21-C West 46th Street - New York 36, N. Y. « JU 2-2446 


Telephone Plaza 5-4807 
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Advertisement 


T.Y. spot editor 


A column sponsored by one of the leading film producers in television 
SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


Selling emphasis, in this series by SARRA, is on the genuine Cork Tip and the pleasure 
received from the richer tobacco taste of a king-size smoke. A direct, simple selling 
approach plus excellent live action photography of the carton, package and of the 
cigarette being enjoyed make the message uniquely attractive and convincing. 
Produced by SARRA, INC. for THE AMERICAN TOBACCO CO. through 
THE M. H. HACKETT CO. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 





SARRA sells Brading’s Ale and “Cinci” Lager in two unusual series of 20 and 60 
second commercials. In one, for Brading’s Ale, animation of the graceful movements 
of the stag on the label is synchronized with an original jingle to highlight the smooth, 
light, mellow qualities of the product. In the series for Brading’s “Cinci” Lager, the 
letters, C-I-N-C-I, are used in animated designs that emphasize the lightness of modern 
“Cinci” Lager. The result in both series is high memory recall for the Brading name 
and label. Produced by SARRA, INC. for BRADING BREWERIES, LTD. through 
THE F. H. HAYHURST CO., LIMITED. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 








In a series by SARRA, Monsanto helps sell its customers’ products to the public by 
promoting, via television, the improvements made in those products by Monsanto 
chemicals. This one minute commercial combines “hard sell” audio wiih effective live 
action photography to show how Monsanto’s modern creative chemistry benefits the 
consumer by increasing tire safety and lowering production costs. Produced by SARRA 


for the MONSANTO CHEMICAL CO. through GARDNER ADVERTISING CO. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





VIDE-O-RIGINAL is Sarra’s name for a quality-controlled motion picture print made 
in SARRA’s own photographic laboratory. This print is the pay-off on your entire 
investment. Whether you order one — or one hundred — each VIDE-O-RIGINAL of 
your Sarra-produced TV commercial is custom-made to give maximum fidelity when- 
ever, wherever your message appears on the home TV screen. 


SARRA, INC. 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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DOMINANT STATION 


» OF THE ARK-LA-TEX 
WITH 


TOP RATED 
in 58 quarter-hours 
according to Dec. ARB 


PROGRAMS FOR 


ALL THE FAMILY 
£ 
CHANNEL 


SHREVEPORT 


LOUISIANA 
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Film (Continued from page 64) 


DESILU PRODUCTIONS INC. 


Completed: Texas Co., Texaco, Kudner; 
crepenine Div. of General Motors Corp., 
Kudner; Brown & Williamson Tobacco 
Corp., Raleigh Cigarettes, Russel M. Seeds; 
Ford Div. of Ford Motor Co., Thunderbird 
Cars, J. Walter Thompson. 


ACADEMY PICTURES, INC., N.Y. 


Completed: Minute Maid Corp., Snow Crop 
Frozen Foods, Ted Bates; Ford Motor Co., 
Used Car Jubilee, J. Walter Thompson; 
Amana Refrigeration Co., Food Freezers, 
eggs Lee & Marshall; Stanaard Braras, 
Inc., Royal Gelatin, Ted Bates; Gillette Co., 

zors, Maxon; General Foods Corp., Sanna 
Coffee, Y&R; Lever Bros. Co., Rinso Blue, 
J. Walter Thompson. 


In Production: Campbell Soup Co., Franco- 
American Spaghetti, Ogilvy, Benson & 
Mather; Lever Bros. Co. Lux Liquid Deter- 
ent, J. Walter =e: Ward king Co., 
ip Top Bread, J. Walter Thompson; Gen- 
eral Electric Co., Lamps, BBDO; Roman 
Meal Co., Bread, Roy Durstine; Beech-Nut 
Packing Co., Gum, K&E; General Foods Co., 
Post Sugar —*, B&B; Wine eo 
Board, California Wine, Roy Durstine; U. S. 
Army, Non-Prior Service. 


AMERICAN FILM PRODUCERS 


Completed: Progresso Food Products, Carlo 
ee Co., Ipana Tootnpaste, 


ATV FILM PRODUCTIONS, INC. 


Completed: The Andrew Jergens Co., Wood- 
bury Soap, Orr; General Motors Corp., 
Frigidaire, Kudner; The Gillette Co., Maxon; 
The Procter & Gamble Co., Duz, Compton; 
Standard Brands, Inc., Royal Gelatin Des- 
sert, Ted Bates; Remington Rand, Inc., 

uiet-Riter, Compton; The Procter & Gam- 
ble Co., Ivory Soap, Compton; Avco Mfg. 
Corp., Crosley, Compton; Broadcasting & 
Film Commission. 


In Production: General Motors Corp., Frig- 
idaire, Kudner; R. J. Reynolds Tobacco Co., 





Playhouse Pictures commercial for 


Ford Dealers. 


Cavalier, Esty; Procter & Gamble Co., Ivory 
Soap, Compton; Procter & Gamble Co., Dash, 
ameeten: Procter & Gamble, Ivory Soap, 


GRAY-O’REILLY STUDIOS 


Completed: J. P. Stevens & Co., Inc., Tex- 
tiles, Bryan Houston; Gunther Brewing Co., 
Inc., Beer, Bryan Houston; Colgate-Palm- 
olive Co., Cashmere Bouquet Soap, Bryan 
Houston; General Foods Corp., Maxwell 
House Coffee, B&B; General Foods Corp., 
Birds Eye Frozen Food, Y&R; Cities Service 
Gasoline, Ellington; Hudson Pulp & Paper 
Corp., Tablets, Harry B. Cohen; The Grove 
Laboratories, Inc., Fitch Shampoo, Harry B. 
Cohen; Falstaff Brewing Corp., Beer, D-F-S; 
General Mills, Inc., Cake Mix, Tatham-Laird. 
In Production: The Procter & Gamble Co., 
Soap, Bryan Houston; The Best Foods, Inc., 
Nucoa Margarine, D-F-S; General Mills, Inc., 
Flour, Tatham-Laird; The Andrew Jergens 
Co., Soap, Orr. 


HARRIS-TUCHMAN PRODUCTIONS 


In Production: Standard Oil of Texas, White 
& Shuford. 


KLING FILM PRODUCTIONS 
Completed: (Live)—Chrysler Corp., Dodge 
“Texan”, Grant; General Motors Carp. 
Chevrolet Wagon, Campbell-Ewald; Piggly 
Wiggly Stores, Super Markets, C. L. Miller; 
General Motors Corp., Chevrolet Palm 
Springs, Campbell-Ewald; Harvard Bed 


(Continued from page 68) 


WNCT PRIMARY CBS AFF 
‘eT 7-7-1,0 2111 - ae Pan OP 


316,000 watts full time 


A. Hartwell Campbell, Gen. Mgr. 
John E. Pearson Co., Inc., Nat‘! Rep. 











Keep watcting this space for 
more reveajing facts! 


O 


Camera contains a single cath- 
ode-ray tube in easy-to- 
handle case no larger than 
monochrome 1.0. camera 


NO REGISTRATION PROBLEMS 
CUTS MANPOWER IN HALF 

NO HOT LIGHTS 

TUBE COST approx. 2c per hour 


COLOR AT MONOCHROME COST 


TELEVISION TRANSMITTER DEPARTMENT * 


ALLEN 8B. 


DU MONT LABORATORIES, INC., CLIFTON, N. 





4. 

















ve 
} l lm (Continued from page 67) 


Frames, Gerst Sylvester & Walsh; Hamilton 
Mfg. Co., Washers & Dryers, Brady. (Ani- 
mation)—Atlas Stores, Gerst Sylvester & 
Walsh; Double Cola, Soft Drinks, Noble- 
Dury; Orkin Exterminating Co., Inc.; Carna- 
tion Co., Corn Flakes and Milk and Milk and 
Ice Cream, Erwin Wasey; Charmin Paper 
Mills, Tissues, Campbell-Mithun; Fort How- 
ard Paper Co., Page Tissue, Baker, Johnson 
& Dickinson; Carnation Co., Evaporated 
Milk, Erwin Wasey. 

In Production: (LIVE)---Nutrena Mills, Inc., 
Dog Food, Bruce Brewer; The Quaker Oats 
Co., Aunt Jemima Corn Bread Mix, John 
Shaw; International Shoe Co., Poll Parrott 
Children’s Shoes, Krupnick; American Div. 
of Ill. Watch Case Co., Elgin Watches, Y&R; 
Lan-O-Wi Finish, Bruce Brewer. (Anima- 
tion)—Valleydale Meats, Noble-Dury; Frosty 
Morn Meats. Noble-Dury; Orange Crush Soft 
Drinks, H. W. Kastor; Richfield Oil Corp.., 
Petroleum Products. 


BRILLIANT 
PERFORMANCE 


everything, there is one best 


February 1956, Television Age 





LALLEY & LOVE, INC. 


Completed: The Nestle Co., Inc., Decaf Cof- 
fee, D-F-S; American Safety Razor Corp., 
Gem Razors, M-E; Aluminum Co. of Amer- 
ica, ALCOA Aluminum Foil, Ketchum, Mac- 
Le & Grove; Jos. Schlitz Brewing Co., 
Beer, Lennen & Newell; Standard Oil Co. of 
N. J., Jr. Achievement, Inc., M-E. 

In Production: Grumman Aircraft Engineer- 
ing Corp., Airplanes; U. S. Brewers Founda- 
tion, Beer, J. Walter Thompson. 


McCADDEN CORP. 

In Production: Carnation Co., Evaporated 
Milk, Erwin, Wasey & Co.; B. F. Goodrich 
Co., Tires, BBDO; R. J. Reynolds Tobacco 
Co., Winston Cigarettes, William Esty. 


PLAYHOUSE PICTURES 


Completed: De Soto Div. of Chrysler Corp., 
“Grinning George,” “Gearshift,” BBDO. 

In Production: Richfield Oil Corp., Gasoline, 
Hixson & Jorgensen; Helms Olympic Bake- 
ries, Bread, Hicks & Greist; Ford Dealers, 


you'll see 


in tilm processing, it's Precision 


Cars, J. Walter Thompson; Pabst Brewing 
Co., Eastside Beer, Warwick & Legler; De 
Soto Div. of Chrysler Corp., Cars, BBDO; 
Kellogg Co., Rice Krispies, Leo Burnett; 
Richfield Oil Corp., Petroleum Products, 
Hixson & Jorgensen; Helms Olympic Bak- 
eries, Bakery Products, Hicks & Greist; 
Breast O’Chicken Tuna, FC&B. 


HAL ROACH STUDIOS INC. 


Completed: American Telephone & Tele- 
grapn Co., N. W. Ayer & Son; Eastman 
Kodak Co., Eastman Products, J. Walter 
Thompson; Bulova Watch Co., Watches, 
McCann-Erickson; Chevrolet Motor Div. of 
General Motors Corp., Cars, Campbell- 
Ewald; Philip Morris & Co., Philip Morris 
Cigarettes, Biow-Beirn-Toigo; Elgin Ameri- 
can Div. of Illinois Watch Case Co., Watches, 
Y&R; Reynolds Metals Co., Aluminum Prod- 
ucts, Russell M. Seeds. 


ROLAND REED-GROSS KRASNE 
TV COMMERCIALS 


Completed: Blue Cross, Hart-Conway; Albers 
Milling Co., Erwin, Wasey & Co.; American 
Red Cross; Chrysler Corp., Cars, McCann- 
Erickson; Ford Motor Co., Cars, J. Walter 
Thompson; American Motors Corp., Nash 
Div., Geyer Adv.; Sears, Roebuck & Co., 
Mayers Co.; Armour & Co., Liquid Chiffon, 
FCB. 


SCREENCRAFT ENTERPRISES 
Completed: General Mills Inc. (for upcom- 
ing hour-long CBS-TV-ABC-TV Lone Ran- 
ger anniversary), D-F-S. 


STORYBOARD, INC. 

Completed: National Brewing Corp., Bohe- 
mian Beer, W. B. Doner; Speedway Petro- 
leum Corp., Speedway Gasoline, W. B. Doner; 
Reddi-wip Inc., Self-Whipping Cream, Ruth- 
rauff & Ryan. 

In Production: Sanforized Div. of Cluett, 
Peabody & Co., “Sanforized" trade-mark, 
Y&R; Stokely-Van Camp Inc., Foods, Calkins 
& Holden; Wesson Oil & Snowdrift Sales Co., 
Wesson Oil & Snowdrift, Fitzgerald Adv. 


TRANSFILM, INC. 


Completed: U. S. Rubber Co., U. S. Royal 
Tires & Koylon Foam Rubber, Fletcher Rich- 
ards; National Broadcasting Co., Inc., Peter 
Pan Spots; G. Krueger Brewing Co., Beer, 

rey; Lever Brothers Co., Imperial Marga- 
rine, Foote, Cone & Belding; Colgate-Palm- 
olive Co., Lustre Net, Lennen & Newell; 
General Motors Corp., Pontiac, MacManus, 
John and Adams. 


UNITED WORLD FILMS, INC. 


Completed: Continental Oil Co., Conoco, 
B&B; The Coca-Cola Co., D’Arcy; Lever 
Bros. Co., Lux Soap, J. Walter Thompson; 
DuPont Co., BBDO; Campbell Soup Co., Leo 
Burnett; The Maytag Co., Leo Burnett; Scott 
Paper Co., Tissue, J. Walter Thompson; 
General Electric Co., BBDO; Gordon Baking, 
Silvercup Bread, D’Arcy. 

In Production: American Car Co., Stude- 
baker. B&B; Falstaff Brewing Corp., D-F-S; 
Olin Battery Co., D'Arcy; American Stock 
Exchange. 


UPA PICTURES INC. 


Completed: The Toni Co., Div., Tonette Jr. 
Hair Wave, North Adv.; Adolph Coors Co., 
Beer; San Francisco Brewing Co., Burgo- 
meister Beer, BBDO: Piel Brothers, Inc., 
“Harry & Bert”, Y&R; Curtis Candy Co., 
Baby Ruth Mine, C. L. Miller; Proctor Elec- 
tric Co., Ironing Table, Weiss & Geller; 
Emerson Drug Co., Bubbly Bromo, Lennen 
& Newell; National Biscuit Co., Nabisco 
Snack Line. M-E; F&M Schaefer Brewing 
Co., Beer, BBDO. 

In Production: San Francisco Brewing Co., 
Burgomeister Beer. BBDO; Rheingold Beer, 
Foote. Cone & Belding; Pacific Tel. & Tel. 
Co., BBDO; Adolph Coors Co.. Beer: Lever 
Brothers Co., Lux Liquid, J. Walter Thomp- 
son; Personal Products Corp., Jonny Mop. 
Geare-Marston; The Mennen Co., “Feel 
Good Face”, K&E. 


VIDEO PICTURES, INC. 


Completed: The American Tobacco Co., 
Tarevton Cigarettes, Hackett: Anson. Inc., 
Jewelry, Grey; The Centaur-Caldwell Div. 
of Sterling Drug, Inc., Mollé Shaving Cream, 
Thompson Koch: Mutual of Omaha, Insur- 
ance. Bozell & Jacobs; Sterline Drug, Inc., 
Double Dandrene, Thompson Koch. 

In Production: Anson, Inc.. Jewelry, Grey: 
General Motors Corp., Oldsmobile. D. P 
Brother: Simoniz Co.. Floor Wax. SSC&B; 
Griffin Mfg. Co., Inc., Microsheen, Geyer. 
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THE STARS COME OUT IN DAYLIGHT 


for “SATURDAY SHOWCASE” with DEL COURTNEY 


ee 


It’s only natural that the top names in the entertainment world 
play San Francisco. And it’s equally natural that they appear on 
San Francisco’s number one TV variety show... Del Courtney’s 
“Saturday Showcase.” It’s Northern California’s big buy, as 
America’s greatest entertainers sing, dance and play for an esti- 
mated weekly audience of 250,000. The cost? Just $100.00 per 
participation. Ask your Katz man for full details. 





...and Del Courtney’s 
“MOVIE MATINEE” 
offers the top-rated 
week-day afternoon 
feature film participation 
program in San Francisco. 


NO SELLING CAMPAIGN IN SAN FRANCISCO 
IS COMPLETE WITHOUT THE WBC STATION.... 






CHANNEL 


SAN FRANCISCO, CALIFORNIA 
Represented by the Katz Agency 
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flexibility 
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Grove Laboratories and its agency, Harry B. Cohen Advertis- 


ing Company,are Sold on Spot asa basic advertising medium. 


As the weather turns cold in various sections of the coun- 
try, Grove Laboratories puts a large part of its advertising 
budget for 4 Way Cold Tablets into Spot TV and Spot Radio. 

This use of Spot in seasonal campaigns provides the 
company with powerful impact and complete flexibility at 


low cost in selected key markets, and has helped make 4 Way 


the largest selling cold tablet in the United States. 





ee 





Spot can do the same for you on the stations represented 
by NBC Spot Sales in fourteen major markets, accounting 


for 48% of the nation’s retail sales. 


SPOT SALES 


30 Rockefeller Plaza, New York 20, N. Y., 
Chicago, Detroit, San Francisco, Los Angeles, Charlotte*, 


Atlanta*, Dallas* *Bomar Lowrance Associates 








Left to right: GENE K. FOSS, V.P. in charge of Advertising, Grove 
Laboratories, Inc.; JAMES H. GROVE, Pres., Grove Laboratories, Inc.; 


HARRISON MULFORD JR., 7’) 


Representative, NBC Spot Sales 


HARRY B. COHEN, Pres., Harry B. Cohen Advertising Co., Inc 


NBC Spot Sales Represents 
TELEVISION STATIONS: 
WRCA-TV, New York 

WNBQ, Chicago 

KRCA, Los Angeles 

WPTZ, Philadelphia 

KSD-TV, St. Louis 

WRC-TV, Washington, D. C. 
WBUF-TV, Buffalo 
KOMO.-TV, Seattle 

KPTV, Portland, Ore. 

KOA-TV, Denver 

WAVE-TV, Louisville 

WRGB, Schenectady-Albany-Troy 
KONA-TV, Honolulu, Hawaii 


NBC Spot Sales Represents 
RADIO STATIONS: 

WRCA, New York 

WMAQ, > 

KYW, Phil hic 

KNBC, San Francisco 

KSD, Sz ; 

WRC, Washing 

KOMO, Seattle 

KOA, Denver 

WAVE, Louisville 

KGU, Honolulu, Hawai 

and the NBC 

WESTERN RADIO NETWORK 








TELEV ! &, i ay Ky AG E Station Color Statistics 


Information compiled from a TELEVISION AGE survey, station representatives and networks. 
Y indicates Yes, N No, -in each column indicates no information available. 
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Sa a nZ & Send ne & Cam ne & 
ALABAMA Fort Myers WINK.-TY NNNNWN KANSAS 
Birmingham WABT YNNNY - Jacksonville WJHP-TV YNNNY - Great Bend KCKT-TV NNNNN - 
WBRC-TV YNNNY - WMBR-TV YNNNY - Hutchinson KTVH YNNNY - 
Decatur WMSL-TV a A Miami WGBS-TV YNNWNY - (Wichita) 
Dothan WTvy ‘a. WTVJ ae ae Pittsburg KOAM-TV NNNNN - 
Mobile WALA-TV <a. - Orlando WDBO-TV YNNNY - Topeka WIBW-TV YNNNY - 
WKRG-TV YNNNY - Panama City WJDM-TV a te a a, Wichita KAKE-TV YNNNY - 
Mentgomery WCOV-TV YNNNY - Pensacola WEAR-TV YNNNY - KARD-TV TRaRTT YF - 
WSFA-TV ceunuy « St. Petersburg WSUN-TV NNNNN None KEDD YNNNY - 
Tallahassee WCTV (See Thomasville, Ga.) 
ARIZONA Tampa WFLA-TV tek & aa KENTUCKY 
Mesa KVAR (See Phoenix) WTVT ten . oo Henderson WEHT YNNNY - 
Phoenix KOOL-TV YNNNY - West Palm WIRK-TV > < 25.8 Lexington WLEX-TV NNNNNW - 
KPHO-TV YNNNY - Beach WJNO-TV NNNNN .- Louisville WAVE-TV Y NNNY None 
KTVK TRYTR < WEAT-TV NNNNN - WHAS.-TV YNNNY - 
KVAR YNNNY - 
Tucson KOPO-TV NNNNN - | GEORGIA LOUISIANA 
KVOA-TV NNNNN 7/56 ihe WALB-TV = i Yeo Ml Alexandria KALB-TV oe eee 
Yuma KIVA [2 # <h Atlanta WAGA-TV he oe oe Baton Rouge WAFB-TV . A ere OS 
—_ WLW-A NNNNN None WBRZ YNNNY - 
ARKANSAS WSB-TV YYYYyY fe Lafayette KLFY-TV NNNNWN None 
El Derado KRBB 1 = o> =e - Augusta WJBF YYYYY bs Lake Charles KPLC-TV oS a = <s - 
Fort Smith KFSA-TV NNNNN None WRDW-TV NNNNN . KTAG-TV sia > “ss 
Little Rock KARK-TV YNNNY - Cchchiin WDAK-TV YNNNY .- Monroe KNOE-TV TREE « 
KATV (See Pine Bluff) WRBL-TV YNNNY e New Orleans WDSU-TV co a eh BY - 
KTHV NNNNN 4/56 ae WMAZ.-TV YNNNY .- WJMR-TV YNNNY - 
Pine Bluff KATV fe eee ae iota WROM.-TV Sa a Shreveport KSLA oe h 2 6 oar: 
Texarkana KCMC-TV (See Texarkana, Tex.) Savanna WTOC-TV YNNNY 4 KTBS-TV YNNNY - 
: Thomasville WCTV NNNNN - 
CALIFORNIA MAINE 
Bakersfield KBAK-TV N N N N N . IDAHO Benger WABI-TV YNNNY ™ 
KERO-TV TANT. - : ; ; , : W-TWO YNNNY 
oe ae . = ee oe Boise KBOI-TV ee a ee : . 
Chico KHSL-TV NNNNWN None i . — 7 , 
c TV KIDO-TV NNNNWN . Poland Spring WMTW TS a _ 
Eureka KIEM-TV ee ae © al : uN WCSE-TV TRENY 
“ dimen te Idaho Falls KID-TV NNNNN - Portland CSH- ~ 
Fresno KJEO YNNNY - Ss ae WGAN-TV YNNNY 
KMJ-TV v,yYYry . Lewiston KLEW-TV NNNNN None 7AN- NY - 
Les Angeles KABC-TV ae a Pe Twin Falls KLIX-TV + oe ee 
KCOP NNNNN . MARYLAND = 
KHJ-TV YNNNY a ILLINOIS Baltimore WAAM NN N N N ° 
KRCA hin? ie CEN aie ey ey eee WBAL-TV TVCwWs 
_ Bloomington WBLN-TV NNNNWN None WMAR-TV YNYYY 
NXT eo. © Champaign WCIA YNNNY - Selied WBOCTV NNNNN Ne 
KTLA ae Chicago WBBM-TV YNNNY - — - Ppeige tas 
KTTV TarTe. - WBKB ecoeee a 
Sacramento KBET-TV  - + em s - WGN-TV YNYYN he MASSACHUSETTS 
KCCC-TV YNNNY .- WNBOQ YYYYY .- Adams 
KCRA-TV (- > me we - | Danville WDAN-TV NNNNN None | (Pittsfield) WMGT NNNNWN None 
Salinas KSBW-TV NNNNWN None | Decatur WTVP NNNNN None | Boston WBZ-TV ££ & & & : - 
San Diego KFMB-TV YNNNY .- Diesen WSIL-TV of at ae , WNAC-TV YNNNY - 
KFSD-TV YNNNY - Peeria WEEK-TV YNNNY “ Cambridge 
Tijuana, Mex. XETV ae ae © WTVH-TV hel GR ie er ‘ (Beston) WTAO-TV NNNNWN None 
San Francisco KGO-TV YNNNY - Quincy KHQA-TV YNNNY os | Springfield WHYN-TV i he - 
KPIX YNNNY .- : WGEM.-TV YNNNY .- WWLP TwWeNY 
- a , > > - , - r ‘. » e | 
KRON.-TV te Se Rockford WREX-TV pt ) os oe 
KSAN-TV NNNNN None WTVO Nae ep MICHIGAN 
San Jose KNTV NNNNN None Rock Island WHBF-TV YNNNY -_ | AnnArbor WPAG-TV en te es 
San Luis Obispe KVEC-TV NNNNN 1956 Springfield WIcs NNNNN None | Bay City WNEM-TV YNNNY - 
ae Barbera ne NNNNN 9/56 | Cadillac WWTV NNNNN - 
Mockton Ss = & « & - . , , ww 
; ' Detroit CKLW-TV NNNNN - 
Tulare KVVG NNNNWN None INDIANA | WJBK-TV YNNNY ” 
Bloomington WTTV YNNNY .- WWJ-TV YYyY Y Y 
COLORADO Elkhart WSIV oo mh oe a - WXYZ-TV YNNNY : 
Colorado KKTV NNNNN 1956 Evansville WFIE-TV NNNNN - titi s ee ee : or on : 
4 Reece ’ A Grand Rapids WOOD.-TV YNNNY - 
Springs KRDO.-TV NNNNWN ° WENT (See Henderson, Ky.) Kal WKZO-TV YNNNY 
Denver KBTV NNNNN - Fort Wayne WKJG-TV TeeBY - — ae aie Bec Ste ‘ 
: rie Wee ee hove 4 Lansing WJIM-TV YTNNNT - 
KLZ-TV rane y . WIN-T (See Waterloo) WTOM-TV NNRRN WN 
KOA-TV T,RuaT Indianapolis WFBM-TV Tetwere « = fhvimeinc pc Siam a i: 
» “ . 2 } ‘ - Fe ee Saginaw WKNX-TV YNNNY - 
KTVR TNRSST. « WISH-TV TNWNY CC. - oCay  WPEN.TY aaa 
Grand Junction KFXJ-TV NNNNN None | Lafayette WFAM-TV YNNNY .- eee eae — ae he 
Pueblo KCSJ-TV NNNNWN None | Muncie WLBC-TV YuuRY - te 
. | Seuth Bend WNDU-TV YNNNY .- | MINNESOTA 
CONNECTICUT WSBT-TV YNNNY .- | Austin KMMT-TV a ya ‘. 
Bridgeport WICC-TV ° 2 Sse 2 ° | Terre Haute WTHI-TV YNNNY - | Duluth KDAL-TV 2" Bas “ 
Hartford WCGTH-TV YNNNY - Waterleo WIN-T YNNNY ‘ | (Superior, WDSM-TV NNNNWN None 
New Britain WKNB-TV YNNNY - Wise.) \ 
New Haven WNHC.-TV - 2 & @ | ° ; | Minneapolis- KSTP-TV 1: oe me | - 
Waterbury WATR-TV ~~ a & oh OWA St. Paul WCCO-TV ene. =e 
Ames WOL-TV YNNNY - | WTCN-TV ~ ~~ x ee ” 
DELAWARE y eee | Cedar Rapids KCRG-TV N N N N N None KEYD-TV NNNNN ‘ 
Wilmington WPFH Tarr » WMT-TV Taney = Rochester KROC-TV Sean. 
DISTRICT OF COLUMBIA Davenport WOC-TV 2 2 fs a | 
Washington WMAL.-TV YNNNY . Des Moines WHO-TV e228, oe ae 
WRC-TV YNNNY * KRNT-TV YNNNY . ae WJTV Y NNN 
WTOP-TV > ed & aoe Fort Dodge KQTV YNNNY - | WLBT TNR! 2. 
WTTG NNNNN . Mason City KGLO-TV YNNNY .- i NNNY - 
Sioux City KTIV YNNNY s Meridian ‘TO! TV es 6 wi . 
FLORIDA KVTV YNNNY .- |  Tepele wawy <date My Su ow 
Fort Lauderdale WITV ie ake Waterloo KWWL-TV hike (Continued on page 97) 
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In many sections of the 


great Pacific Northwest 
ONLY KXLY-TV can be received 


GREATEST COVERAGE In AMERICA 


KXLY-TV 
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Avery-Knodel, lnc, National Vice President & 
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Newsfront (Cont'd from page 37) 


e Universal sale to National Tele- 
film Associates—8 features. 

e Selznick sale to National Telefilm 
Associates—11 films. 

e J. Arthur Rank sale to ABC-TV— 
165 films. 





The 
The 
The 


Market 
Power 
Set-count 
The Facilities 
The Know-how 
for efficient 
sales in 
tobaccoland 






WN CTenumary CBS AFF. 


Greenville, N. C. 
A. Hartwell Campbell, Gen. Mgr. 
316,000 watts full time 


John E. Pearson Co., Inc., Nat‘! Rep. 


While Warner Brothers, 20th Cen- 
tury Fox and Metro Goldwyn Mayer 
have not yet released the contents of 
their vaults they may be expected to 
Each 
television with its own program. 

The break that opened the gates, of 
course, was the sale of the RKO film 
library of 740 feature films and more 
than 1,000 short subjects to the C&C 
Super Corp. for $15.2 million. Of this 
record price $12.2 million was paid 


take some action soon. is on 


in cash by Matthew Fox, president of 
C&C Television Corp. (For the finan- 
cial history of the C&C Super Corp. see 
Wall Street Report, page 91.) 

The Matty Fox plan for marketing 
the RKO films is so unusual that it 
may well set a new pattern for other 
film sales. The C&C Television Corp. 
president plans to sell the entire pack- 
age of 740 films to one station in each 
market. The films will become the sta- 
tion’s property for use in perpetuity 
in that market as they please. Each 
station is furnished with a new print 
of each film at the time of the pur- 
chase. From that time on care and up- 


keep is their responsibility. Each 








Keep watching this space for 
more revealing facts! 





COMPACT CAMERA 


NO REGISTRATION PROBLEMS 


CUTS MANPOWER IN HALF 


NO HOT LIGHTS 


TUBE COST approx. 2c per hour 


COLOR AT MONOCHROME COST 








<\ 


MATTHEW FOX 
Offers package plan 


agreement will be negotiated sepa- 
rately and no prices have been an- 
nounced by Mr. Fox. The films will 
be advertised nationally in general cir- 
culation and trade magazines using the 
slogan “Movietime U.S.A.—in your 
home.” Advantages of the plan include 
the virtual elimination of bookkeeping, 
service and transportation charges, 
Mr. Fox points out. 

(Continued on page 129) 
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TELEVISION TRANSMITTER DEPARTMENT . ALLEN B. DU MONT LABORATORIES, INC., CLIFTON, N. J. 




















Washington Memo 


TV’S IMPACT ON WASHINGTON. 
In our preoccupation with measuring 
the effects of television on other media, 
on family life, on politics, on public 
taste in entertainment, on the nation’s 
culture, and on American business, it 
may not be generally realized how 
great an impact the industry has on 
Washington. And by Washington, we 
do not mean only the government but 
also the various private agencies and 
organizations and professivis con- 
cerned with tv which, of necessity, 
must be located in the Capital. 

First, of course, there is the Federal 
Commission. Ten 
years ago, it had a small part of its 
personnel assigned to tv operations. 
Today, tv is the chief concern of the 
agency 


Communications 


and a considerable number 
of its personnel—engineers, lawyers. 
economists and clerical workers—de- 
vote all or most of their time to it. A 
sizable chunk of the 
budget goes for hearing and process- 
ing tv applications and the Commis- 
sioners themselves must pay so much 
attention to tv problems that it’s a won- 
der they have time for radio, telephone 
and the other important fields of com- 
munications under their jurisdiction. 


Commission’s 





MOST HEARINGS TV. Most of 
the Commission’s examiners hear noth- 
ing but tv cases and these hearings 
involve other agency functions. The 
3roadcast Bureau assigns a lawyer to 
each hearing and sometimes an en- 
gineer. The Office of Opinions and Re- 
view, composed of lawyers and engin- 
eers, does little else these days but pre- 
pare final decisions of the reports is- 
sued by the examiners. And the major 
activity of the Office of General Coun- 
sel is handling the litigation cases 
challenging these final decisions. 

Developments within the tv field 
have added to the FCC’s workload. The 
proceedings on subscription tv alone 
have kept a few people busy assorting 
and filing the vast correspondence re- 
ceived from the public on this issue. In 
addition, the weighty documents filed 
by interested parties favoring or op- 
posing authorization of the develop- 
ment will probably keep some lawyers 
up nights when the time for decision 
finally arrives. 

Other developments, such as color, 
community antennas, satellite, booster 
and now “translator” stations, inter- 
ference caused by other electronic de- 
vices to tv reception, and various pro- 


posals to enlarge tv coverage (remem- 
ber stratovision?) have had or will 
have their impact on FCC operations. 

Aside from the effects of the tv in- 
dustry’s growth on the Commission’s 
internal operations, there’s still an- 
other impact which the medium has 
had on the agency. This has to do with 
public awareness of the FCC's exist- 
Nearly 30,000 


perhaps 


ence and its functions. 
cards and _ letters, 
100,000 signatures, came to the Com- 


bearing 


mission on the subscription tv controv- 
ersy. Thus, television, indirectly, has 
done quite a public relations job for 
the agency (which, incidentally, has 
been doing better of late in getting 


appropriations from Congress). 


OTHER AGENCIES TOO. There 
are other executive agencies of the 
government which have felt or are feel- 
ing the impact of tv. The most im- 
portant, undoubtedly, is the Treasury 
Department which, through the Inter- 
taxes 


nal Revenue Service, collects 


from tv broadcasters, manufacturers, 
distributors, dealers, service agencies, 
program producers, training schools, 
etc. How much television, in all its 
ramifications (including income from 
employees of stations, networks, fac- 
tories, dealers, ad agencies, etc.), 
brings in to the Treasury would be an 
interesting study but the figure must 
be astronomical. The 10 per cent fac- 
tory excise tax on sets alone has 
brought in hundreds of millions of dol- 
lars. Certainly, tv is providing an im- 
portant source of revenue to the gov- 
ernment. 

The Commerce Department is an- 
other agency which has felt the impact 
of tv. 


formation service found itself turning 


Last fall, the department's in- 


out reports almost daily on county-by- 
county returns from the Bureau of the 
Census of its first national survey of 
tv on the farms. The bureau, which 
is an arm of the department, has also 
counted tv sets in urban areas. 

The department is also interested in 
tv as an item of export trade, par- 
ticularly now that the medium is de- 
Sale of 


sets to Mexico is no inconsequential 


veloping in South America. 


thing. 

The Federal Trade Commission, as 
previously reported in this column, has 
a unit now known as the Advertising 


(Continued on page 124) 
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Now 316,000 watts” ; 


(1685 feet above average terrain) 


Check These Fabulous Facts: 


Population (39 Texas and 3 
©) 'aE-Veleeet- Wm @elttels(— 3 may emote 


SS 
ee... . ei elels AUle) 


Effective Buying 
Income . . . $3,477,072,000 
Retail Sales . . $2,582,192,000 


(Source: Sales Management Survey of Buying 
Power, May 10, 1955) 


ee GZOUNT . , com. Seaeee 


A Television Service of 
The Dallas Morning News 
Ralph Nimmons, Station Manager 


Edward Petry & Co., National Representatives 


Your NBC-ABC Station 


DALLAS =: 
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WHEN IT COMES TO SALES PUNCH 
in the important Baton Rouge area, 
WAFB-TY has proved its supremacy 
by a country mile! 
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In the latest Telepulse (Nov. } MONDAY TO FRIDAY 

1955), WAFB-TV was first in Stations | 7 am-12 noon | 12 noon-6 pm | 6 pm-12 pm 

347 quarter hours per week, WAFB-TV 62 51 54 

compared to 78 quarter hours wages , 

on station B... giving WAFB- 

TV a leadership of nearly five SATURDAY SUNDAY 

to one. Stations 1 pm-6 pm 6 pm-12 pm | 12 noon-6 pm| 6 pm-12 pm 
WAFB-TV 324 53 61 56 

ALL THIS AND MER- Sta. B **61 a 4) 35a 41 

CHANDISING TOO! Take Sta. C 7 6 4 3 

comrwhaloningg viewer preler- | TSS Paes ear et hace 

ence, as demonstrated by this ieee 

















survey, and add a merchan- 

dising record that’s second to none; (1) 
First place winner in recent “Lucy 
Show” competition with a double first 
prize for special merchandising job, (2) 
First place in Screen Gems, Inc. contest 
on program promotion, (3) Among top 
four in “Frank Leahy and His Football 
Forecasts” The result is a sales potential 
that can’t be beat. Wouldn’t you like to 
put “The Champ” to work for you? 


Call, write or wire: 
National Representative—Young Television Corp. 
South & Southwest—Clarke Brown Co. 


WAFB-TV 


CBS—ABC 200,000 WATTS 
affiliated with WAFB-AM-FM 

















TELEVISION AGE 


A’ tv spot revenues month by 
month continue to break records, 
sold-out-itis continues to plague the 
business in many areas. Several ad- 
vertisers have openly expressed the 
view that they would buy more spot 
time if they could get good availabili- 
ties. Of course every advertiser wants 
prime time adjacent to the highest 
rated shows. 


The stations in an indirect way have 
compounded this problem. The rate 
classifications of “AA,” “A,” “B” and 
“C” time, by their very alphabetical 
connotation, tend to degrade their val- 
ues. The “B” category of time imme- 
diately identifies the time as being 
less valuable than “A,” “C” less than 
“B,” etc. 


The suggestion has been advanced 
by several persons who are aware of 
this sales problem on a broad scale 
that the categories be identified by the 
time of day. In other words, “M” for 
morning, “A” for afternoon, “E” for 
evening and “N” for after 11 p.m. 
This would do two things: First, it 
would get away from a fruit-and-vege- 
table gradation. Second, it could be 
the basis of a big push within the in- 
dustry to demonstrate the value of day- 
time and late evening spot tv. 


As a matter of fact, the TELEVISION 
AGE exclusive reports conducted for the 
publication by Pulse on both daytime 
and after midnight viewing show that 
these times on a cost-per-thousand basis 
can be as good or even better a buy 
than peak nighttime adjacencies. Day- 
time and late evening hours are the 
time periods. where spot tv must look 
for sales expansion. 


February 1955 


a four-week 


review of 





REPORT 


current activity 


in national 
spot tv 


AMERICAN CHICLE CoO. 
(Dancer-Fitzgerald-Sample, Inc., N. Y.) 


The DENTYNE schedules of nighttime 
minutes have been renewed for another 
year in 50 markets. Frank Howlett is the 
timebuyer. 


AMERICAN CYANAMID CO. 
(Geare-Marston, Inc., Phila.) 


On Jan. 23 the company’s Fine Chemicals 
Division launched a month-long test 
campaign for ACRONIZE in Jacksonville. 
More activity expected to follow after 

this is over. Frank C. Murphy, vice president 
and media director, is the timebuyer. 


AMERICAN HOME PRODUCTS CoO. 
(J. Walter Thompson Co., Los Angeles) 


The corporation's Boyle-Midway Division 
has renewed reruns of George Bagnall & 
Associates film series I Search for Adventure 
in 11 western markets for 52 weeks from 
the end of Jan. Stations are: KGO-TV San 
Francisco, KOVR Stockton, KMJ-TV Fresno, 
KERO-TV Bakersfield, KCOP Los Angeles, 
XETV San Diego, KOOL-TV Phoenix, 
KOIN-TV Portland, KROD-TV El Paso, 
KXLY-TV Spokane and KING-TV 

Seattle. The half-hour series has been 
expanded to an hour weekly on KCOP Los 
Angeles with Chef-Boy-Ar-Dee Division 
of American Home Products, through 
Y&R, as co-sponsor. Eileen Henriquez is the 
JWT timebuyer. 


ARMOUR & CO. 


(N. W. Ayer & Sons, Inc., N. Y.) 


As predicted in Jan. Spot Report, Armour 
has gotten its tri-product spot campaign 
underway. For VEGETOLE eight week 
schedules of daytime minutes and 20's, using 
slides with voice-over narration, began 





Frank Kemp has been appointed vice 
president and director of media of 
Compton Advertising, Inc. Mr. Kemp 
joined the agency in 1938 and has been 
assistant media director for the past 
nine years. 


Jan. 8 in Oklahoma and Dallas-Ft. Worth. 
CLOVERBLOOM schedules, also slides with 
voice-over minutes and 20's, started Jan. 16 
in eight markets and will run through the 
end of April. Other markets will be ~ 
some 30 in all, and will run approximate 
the same length of time. The company is 
poe buys for MISS WISCONSIN 
CHEESE. Marjorie Freeman is the 
timebuyer. 


BENSON & HEDGES, subsidiary of 
Philip Morris & Co. 
(Benton & Bowles, Inc., N. Y.) 


A campaign for PARLIAMENT cigarettes 
will get going in the middle of March and 
carry through the end of June in four 
selected major markets. Nighttime 20's 
on film will be used. Frank Carvell is the 
timebuyer. 


CARTER PRODUCTS, INC. 
(Ted Bates & Co., Inc., N. Y.) 


Carter is back again in the spot picture with 
a healthy campaign for LITTLE LIVER 
PILLS and NAIR. It is using, wherever 
possible, Class A minutes that will run 
through March. Cameron Higgins is the 
timebuyer. 


CBS-COLUMBIA, INC. 
(Ted Bates & Co., Inc., N. Y.) 


The tv set manufacturer is planning its 
spot campaign for its new models. Action 
should begin about April. Henry Peterson 
is the timebuyer. 


COOK CHEMICAL CO. 

(Allmayer, Fox & Reshkin Agency, 
Kansas City) 

The maker of REAL-KILL, an insecticide, 
will be using tv spot in an all-media 
push to begin around June. Ben. N. 
Allmayer, agency president, is the contact. 


COTY, INC. 
(Franklin Bruck Advertising Corp., 
N. F< 


This cosmetic company is currently buying 
schedules of minutes and 20’s in about a 
dozen markets. It will pick up more mar- 
kets from time to time. Alice Ross is the 
timebuyer. 


CRESCENDOE GLOVES, INC. 
(Leber & Katz, Inc., N. Y.) 


In March the company will start all-media 
tests for two to three weeks in Buffalo 
and one other city, probably Pittsburgh, 
Pa. In one of these markets, Crescendoe, 
through its agency, will handle and 
place all time and space. In the other 
market a local store, or stores, will take 
over completely. When these tests are 
finished, the company will use whichever 
of the methods was the better in another 
test campaign, either Detroit or Cleveland 
Thereafter, a large-scale campaign will 
get underway for the fall season. Stanley 
. Katz, senior v. p., is the contact. 


CUNARD STEAMSHIP CO., LTD. 

(Kelly, Nason, Inc., N. Y.) 

Cunard is thinking about a spot campaign 
(Continued on page 82) 
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JEPCO 
KNOWS 
HOW THE 
WIND 
BLOWS 





Radio and Television Station Representatives 
New York, Chicago, Minneapolis, 
Atlanta, Dallas, Los Angeles, San Francisco 


The Alamo! 


The Alamo stands today as a symbol of freedom 
the world over. 


On February 24, 1836—120 years ago—a small band 
of 187 courageous Texans held the fort against 
the enemy—who outnumbered them almost 20 to 1. 


For five days the fort was bombarded. On March 6, 
the battlement was stormed by 3,000 men and the small 
band of Texans died fighting—to the last man. 


Among them were William Barret Travis", 
James Bowie and Davy Crockett. The story of the 
Alamo is one of the most heroic struggles in the 
annals of mankind. The performance of these 
men lives on in history. 


In station representation too—it’s 
performance that counts. The John E. Pearson 
Company’s historic reputation is based on performance. 
For the JEPCO salesmen too are fighting men geared 
to history-making sales for your station. 


John E. Pearson Company 


*Text of Travis letter 
*To the People of Texas & all Americans in the world — 
Fellow citizens & compatriots — 


I am besieged, by a thousand or more of the Mexicans 
under Santa Anna — I have sustained a continual Bom- 
bardment & cannonade for 24 hours & have not lost a 
man — The enemy has demanded a surrender at discre- 
tion, otherwise, the garrison are to be put to the sword, 
if the fort is taken — I have answered the demand with 
a cannon shot, & our flag still waves proudly from the 
walls — I shall never surrender or retreat. Then, I call 
on you in the name of Liberty, of patriotism & every- 
thing dear to the American character to come to our 
aid, with all despatch — The enemy is receiving rein- 
forcements daily & will no doubt increase to three or 
four thousand in four or five days. If this call is neg- 
lected, I am determined to sustain myself as long as 
possible & die like a soldier who never forgets what is 
due to his own honor & that of his country — Victory 


or 

WILLIAM SAbeet TRAVIS 
. Col. comdt. 
P. S. The Lord is on our side—When the enemy appeared 
in sight we had not three bushels of corn — We have 
since found in deserted houses 80 or 90 bushels and got 

into the walls 20 or 30 head of Beeves. 
TRAVIS 
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COVERAGE THAT 


COUNTS 


WTHI-TV delivers 191,760 TV 
homes in the Terre Haute area. 
108,000 of these are unduplicated 
CBS-TV homes. 








WTHI-TV now carries CBS, NBC 
and ABC network shows, and is the 
only full-time station in the rich 
Terre Haute area. 


DOING A 


MAN-SIZED JOB 





ALL top 15 shows are on Channel 10 
according to the latest Pulse* 





















TERRE HAUTE, 


*Pulse, November, 1955 













STATIONS 7 A.M.- NOON- 6 P.M.- *November, 1955 
NOON 6 P.M. MIDNIGHT 

WTHI 65 46 65 

WTTV 15 46 27 

Misc. 20 9 8 

Average 4% Hour H.U.T. 13.0 22.4 45.1 


INDIANA 


WTHI-TV 


channel 









survey: 

RANK SHOW STATION RATING 

1. I Love Lucy WTHI 61.8 

2. $64,000 Question WTHI 50.3 

3. December Bride WTHI 48.0 

4. Groucho Marz WTHI 45.3 

5. Talent Scouts WTHI 43.8 

6. Climax WTHI 43.1 

7. I've Got A Secret WTHI 41.5 

8. Burns and Allen WTHI 41.3 

9. Soldiers of Fortune WTHI 41.3 

10. Meet Millie WTHI 40.5 

11.. Favorite Husbana WTHI 40.0 

12. Ed Sullivan WTHI 39.4 

SHARE OF AUDIENCE RATINGS* 18. Eddie Cantor WTHI 38.8 
14. Honeymooners WTHI 38.8 

MONDAY THRU FRIDAY 15. Phil Silvers WTHI 38.8 





REPRESENTED NATIONALLY BY THE BOLLING, CO., NEW YORK — CHICAGO 
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Sp Ot (Continued from page 79) 


in which it will buy minutes around 
news shows. Decisions and details should 
be resolved in early Feb. Arthur F. 
Dermody, media director, is the timebuyer. 


CVA CORP., subsidiary of Schenley 
Industries, Inc. 
(Foote, Cone & Belding, San Francisco) 


The maker of ROMA WINE is starting 
13-week schedules in Los Angeles, San 
Francisco, San Diego, New York, Detroit, 
Cleveland, Seattle, Fresno, Bakersfield, 
Santa Barbara and Eureka. Helen Stenson 
is the timebuyer. 


DAVISON CHEMICAL CORP. 
(St. Georges & Keyes, Inc., N. Y.) 


The company first came into tv last year 
with a test campaign on WNCT Greenville, 
N. C. (see April bo Report). It is now 
sponsoring MCA-TV’'s er of the Town 
on alternate weeks on KOAM- Pitts- 
burg, Kans. And a decision will be made 
soon on buying live announcements in 
some eight or 10 other markets. William 

J. O’Brion is the timebuyer. 


DURKEE FAMOUS FOODS, Division 
of The Glidden Co. 


(Meldrum & Fewsmith, Inc., 
Cleveland) 


The company is going to promote DURKEE’S 
HOMOGENIZED MARGARINE and other 
packaged items with an all-media national 
campaign that will start in mid-Feb. 
Participations in local tv shows will be 
used. Muriel Mack is the timebuyer. 


E. & J. GALLO WINERY 
(Doyle Dane Bernbach, Inc., L. A.) 


Spot campaign in the west started in 
October has about worked up to its peak, 
with schedules rather than the number 

of stations being increased. The current 
list carrying Gallo schedules are: KBET-TV. 
KCRA-TV Sacramento; KCOP, KHJ-TV, 
KNXT, KRCA and KTTV Los Angeles; 
KFSD-TV San Diego; KGO-TV, KPIX and 
KRON-TV San Francisco; KIEM-TV 
Eureka; KVEC-TV San Luis Obispo; 
KHSL-TV Chico; KERO-TV Bakersfield; 
KJEO and KMJ-TV Fresno; KSBW-TV 
Salinas; KEY-T Santa Barbara; KOVR 
Stockton: KIVA Yuma; KLOR, KOIN-TV 
Portland, KELO-TV Sioux Falls; KAKE-TV 
Wichita and KCKT Great Bend. Ed 
McNeilly, account executive and Bernice 
Levitas, media director, are the contacts. 





100 kw Color 


A one million dollar sale of 
a complete 100-kilowatt vhf color 
television station to North 
Pacific Tv, Inc., holding a con- 
struction permit for channel 8 
in Portland, Oregon, has been 
announced by A. R. Hopkins, 
manager broadcast and tv equip- 
ment department, Radio Corpor- 
ation of America and principles 
of the station. The 100 kilowatt 
installation will be the first of its 
kind in the country. Mr. Gordon 
Orput, president and J. L. Mid- 
dlebrooks, general manager of 
the Portland firm expect to have 
the station on the air by July. 
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Robert D. Lilien switched from Bryan 
Houston, N. Y., to J. Walter Thompson, 
N. Y., where he will be buying time. 


THE EDISON ELECTRIC INSTITUTE 
(Fuller & Smith & Ross, Inc., N. Y.) 


This trade association of business-managed 
electric light and power companies just 
appointed F&S&R to handle its advertising. 
Current plans for tv call for network 
activity, although this is not yet definite. 
Bernard G. Rasmussen, manager of tv & 
radio, is the contact. 


J. H. FILBERT, INC. 


(Sullivan, Stauffer, Colwell & Bayles, 
Ine., N. Y.) 


The Baltimore firm is readying a spot 
campaign along the eastern seaboard. 
Steve Suren is the timebuyer. 


THE FIRESTONE TIRE AND 
RUBBER CO. 


(Foote, Cone & Belding, N. Y.) 


The agency is now getting into action with 
pal es buys for the company’s new 
P uct. Arthur Pardoll, director of 
roadcast media, is the timebuyer. 


FLORIDA CITRUS COMMISSION 
(Benton & Bowles, Inc., N. Y.) 


In addition to its regular all-year campaign 
(see Aug. Spot Report), the Commission 
began four to five weeks of nighttime 

20’s on film for TEMPLE ORANGES in 
nine of the largest markets in the east. 
Frank Carvell is the timebuyer. 


FOREMOST-GOLDEN STATE 
DAIRIES 


(Guild, Bascom & Bonfigli, Inc., 
San Francisco) 


Firm will sponsor a new half-hour film 
series, sta g Rosemary Clooney and 
made through MCA-TV, in 52 markets. 
The program is expected to start sometime 
in the spring. MCA-TV Film Syndication 
will sell the show in other markets. Richard 
St. John, v. p., is the contact. 


FOSTER-MILBURN CO. 
(Street & Finney, Inc., N. Y.) 


This Buffalo firm, maker of DOAN’S PILLS, 
is testing tv spots in four Iowa markets: 
Cedar Rapids, Davenport, Des Moines and 
Sioux City. If the tests prove effective, the 
company will take on more tv billings, using 
money allotted to radio. Helen A. Thomas 
is the timebuyer. 


GENERAL CIGAR CO. 
(Young & Rubicam, Inc., N. Y.) 


Beginning with the Feb. 4 telecast, the 
maker of WHITE OWLS is sponsoring nine 
weeks of NBC’s Sat. afternoon professional 
basketball games. Spot buys (see Jan. 
Spot Me te will be made following this 
series. William Dollard is the timebuyer. 


GENERAL CIGAR CO. 

(Young & Rubicam, Inc., N. Y.) 

The ROBERT BURNS half-hour shows 
were renewed in a few markets recently. 
The ROBERT BURNS campaign is 
considered an all-year proposition, the 
usual pattern is a 13-week buy which is 


renewed through the year so long as 
the shows are effective. George Hoffman 
is the timebuyer. 


GENERAL ELECTRIC CO. 
(Young & Rubicam, Inc., N. Y.) 


GE’s major appliance division is placing 

a half-hour film series in all major 
markets on a spot basis. The series, 

an MAC-TV package, will be called The 
Turning Point and is slated to start 

in March. Tom Lynch is the timebuyer. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


MAXWELL HOUSE REGULAR COFFEE 
is starting a short campaign in selected 
markets. Rod Turner is the timebuyer. 





Color Parties 


Color television parties are sell- 
ing multi-color sets for an alert 
Oakland, Calif., salesman. O. P. 
Magoon, of Television City, Oak- 
land, believing “there’s going to 
be the damnedest boom in color 
tv you've ever seen,” obtains the 
cooperation of a potential cus- 
tomer. She invites friends in to 
see chroma television and have 
coffee and cakes. The parties are 
held with the cooperation of 
KRON-TV San Francisco, a sta- 
tion which aired a record of 9344 
hours of locally originated color 
in the year just past. 

The hostess at such a party re- 
ceives a remuneration in propor- 
tion to the number of color sets 
eventually sold her guests. 

Mr. Magoon is pleased with re- 
sults. Color, he says, “is going to 
hit suddenly, and I don’t want to 
be left holding the bag.” 











GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


Still concentrating its INSTANT MAXWELL 
HOUSE COFFEE campaign in the 60 major 
markets. But a spokesman points out, “We 
are constantly adding and improving our 
schedules.’ Grace Porterfield is the 
timebuyer. 


GENERAL MOTORS CORP. 
(Kudner Agency, Inc., N. Y.) 


The General Motors MOTORAMA is getting 
heavy, multi-million dollar support from 

tv spot in its five-city tour. Spots are 
placed in the playing area a week before 
the show and run through the 10-day 

stay. Show has already been in New York, 
is currently in Miami and then goes, in 
order, to s Angeles, San Francisco 

and Boston. John Marsich and Ann 
Gardiner handle the timebuying. 


HOFFMAN RADIO & 
TELEVISION CO. 


(Dan B. Miner Co., Los Angeles) 


The account which newly moved to the 

Miner agency is reportedly increasing its ad 

budget from $1 million to $1.5 million. 

Use of tv spot announcements is in the 

offing, according to timebuyer Kay Ostander. 
(Continued on page 84) 
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ARB and PULSE AGREE: 


MOLY 


HAS WON AUDIENCE LEADERSHIP 
IN DES MOINES! 


KRNT-TV sets the pace in the November ARB scoreboard 
for Des Moines. To mention a few Channel 8 leads: 








7 of the top 10 once-a-week evening shows ... 9 of the top 
10 multi-weekly-show quarter-hours . . . the late-evening 
movies ... the two afternoon kid shows (reversing national 
trend)... the 10 p.m. News every night by far with ratings 
up to 45.3... the 10:20 p.m. Sports . . . and many more. 


KATZ HAS ALL THE FACTS FULL POWER, 316,000 WATTS 
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Billings, Butte, Fairbanks, Missoula, San 
Luis Obispo, Santa Barbara, Twin Falls and 
Great Falls 


MISSION APPLIANCE CORP. 
(Doyle Dane Bernbach, Inc., Los 
Angeles) 


This west coast firm which makes water 
heaters and space heaters has been active 
in ——, however tv spot schedules are 
reported to be coming up soon. Bernice 
Levitas, media director, is the timebuyer. 


NATIONAL CARBON CO. 


Sp Ot (Continued from page 82) 


IDEAL TOY CORP. 
(Grey Advertising Agency, N. Y.) 


In the talkin ~_ are giene soe for a Esa 
campaign in spring. 

addition to the company’s re A yee 
drive. Joan Stark is the timebuyer. 


KITCHENS OF SARA LEE, INC. 


(Cunningham & Walsh, Inc., Chicago) 


Heavy saturation schedule of announcements 
will be used in the New York area during 











Feb. by Sara Lee to introduce its new 
frozen chocolate cake. This campaign 
will follow the same ttern u: to 
introduce Sara Lee chocolate cake in 
Chicago last Oct. The New York area 
is the first in which the chocolate cake 


will be sold frozen. National distribution 


is to follow some time in the future. 
Ivan Hill, executive v. p., is the contact. 


THE KIWI POLISH CO., LTD. 
(Street & Finney, Inc., N. Y.) 


Agency just took over the account and 





Experience Speaks 


“Parents must teach and ex- 
ercise what we call ‘selective 
tuning’ — that is, help their chil- 
dren pick the particular pro- 
grams that will serve their child 
best, based upon the individual 
taste standards in the home.” 


The man who made that state- 
ment to the Fathers and Sons 
and Daughters luncheon of the 
Rotary Club of Boston, is a com- 
plete authority on his subject 
matter. He is not only the presi- 
dent of the nation’s largest in- 
dependent operator of television 
and radio stations, but he is also 
the father of 7 children. His 
name, as you may have guessed, 
is Donald H. McGannon, presi- 
dent of Westinghouse Broadcast- 
ing Co. 

In his Boston talk Mr. Mc- 
Gannon went on to urge his 
listeners to support and _ en- 
courage educational television 
stations in their area. Denying 
that this opinion was out of 
character with his role as a com- 
mercial broadcaster, Mr. McGan- 
non said it was consistent with 
the Westinghouse Broadcasting 
views expressed in connection 
with the White House conference 
on education which stated: 
“Broadcasting is most effective 
on stations that have earned the 
respect and confidence of the 
communities they serve. . . .” 
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Grace Porterfield, one of tv’s busiést 
timebuyers, handles Maxwell House 
Instant Coffee. 


plans are still in formative stage. However, 
based on past performance (see Sept. Spot 
Report), company can be expected to buy 
spot. Helen A. Thomas is the timebuyer. 


G. KRUEGER BREWING CO. 
(Grey Advertising Agency, N. Y.) 
The beer company picked up additional 


spots in New York and Boston. Joan 
Rutman is the timebuyer. 


LEVER BROS. 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


There is spot activity for Lever’s new 
product, WISK, a heavy duty ~~ 
detergent. Hope Martinez is the timebuyer. 


LEVER BROS. 
(Foote, Cone & Belding, N. Y.) 


The co = a & which has been tv spot testing 
for IMP’ MARGARINE (See July 
Spot Report) is now getting ready to extend 
on a large scale. Penny Simmons is 

the timebuyer. 


LIEBMANN BREWING CO. 
(Foote, Cone & Belding, N. Y.) 


The brewers of Rheingold bought 52 weeks 
(39 first-runs and 13 reruns) of the ABC 
Film Syndication series Code Three for 
showing in 12 eastern markets and five in 
Calif. Although the company has the 
Lee | rights in these 17 markets it is not 
yet definite it will use the series in all of 
them. The series is scheduled to begin 

this spring on the west coast, not until 
fall in the east. Peter Bardach is the 
timebuyer. 


LIFE MAGAZINE 


(Young & Rubicam, Inc., N. Y.) 


The Luce picture-weekly is in the midst 
of another subscription campaign. The 
campaign of minutes, 20’s and ID’s started 
Jan. 16 and continues through the weeks 
of Jan. 23 and 30. It picks up again 
Feb. 13 for the fourth and final week. 
The schedules are placed in almost 50 
markets, hitting a_different group of 
cities each week. The next subscription 
—— is scheduled for Sept. William 
M. Walker is the timebuyer. 


LUCKY LAGER BREWING CO. 


(McCann-Erickson, Inc., San 
Francisco) 


Lucky Lager beer bought NBC Film 
Division’s newest series Crunch and Des 
for placement in 36 markets. The half-hour 
film is already running in the following 
26 markets: KOAT-TV Albuquerque, 
KERO-TV Bakersfield, KIDO-TV Boise, 
KHSL-TV Chico, KVAL-TV Eugene, 
KIEM-TV Eureka, KJEO Fresno, KGMB-TV 
Honolulu, KID-TV Idaho Falls, KLAS-TV 
Las Vegas, KRCA Los Angeles, KBES-TV 
Medford, KVAR Phoenix, KPTV Portland. 
Ore. KZTV Reno, KSWS Roswell, KBET-TV 
Sacramento, KSBW-TV Salinas 

Salt Lake City, KFSD-TV oon Diego, 
KRO) San Francisco, KOMO-TV 
Seattle, KXLY-TV Spokane, KVOA-TV 
Tucson, KIMA Yakima and KIVA Yuma. 
The other markets in which the film will 
run as soon as time and station are 
bought are: Anchorage, Bellingham, 


(William Esty & Co., Inc., N. Y.) 


For EVEREADY BATTERIES the company 
has started daytime schedules for 10 

weeks in selected markets. The copy for _ 
first five weeks will plug flashli ~ atteries 
and then radio batteries in the t five. 
The campaign, based on the same -y he 
Critical Moments theme used last year, will 
again feature cartoon characters. The 
campaign for PRESTONE which has just 
been CX oo will definitely be renewed 
in the fall. Frank Mahan is the timebuyer. 


NEBRASKA CONSOLIDATED 
MILLS CO. 


(Gardner Advertising Co., St. Louis) 


The maker of MOTHER’S BEST FLOUR 
is in the process of buying announcements. 
Frank L. Chipperfield, media director, is 
the contact. 


OHIO OIL CO. 
(N. W. Ayer & Sons, Inc., N. Y.) 


The company is sponsoring Ziv’s newest 
syndicated property The Man Called X, 

in the following 13 markets: Bloomington, 
Ind., Champaign, Columbus, O., Dayton, 
Ft. Wayne, Grand Rapids, Henderson, 
Indianapolis, Kalamazoo, Lansing, Louisville, 
South Bend and Toledo. William Millar 

is the timebuyer. 


ORKIN EXTERMINATING CO. 
(Local) 


The company is placing spots through its 
local representatives. The Orkin agency, 
Beardon-Thompson-Frankel, Atlanta, helped 
to get the campaign underway but the local 
Orkin men are placing the time. 


PABST BREWING CO. OF 
CALIFORNIA., Eastside Division 


(J. Walter Thompson Co., Los Angeles) 


This account Fag from Warwick & 
Legler, L. A. to JWT. While new media 
plans are not yet set, Eastside, according to 
an agency spokesman, will spend a lot of 
money in tv this year. The Eastside time- 
ae at W&L, Joy Mallicoat, moved over to 
with the account in the same capacity. 


PACIFIC POWER & LIGHT CO. 
(McCann-Erickson, Inc., Portland) 


Firm is sponsoring The meer Land Story, 
quarter-hour series filmed by Screencraft 
Enterprises, on KPTV Portland, KVAL-TV 
Eugene and KIMA-TV Yakima. The KPTV 
telecasts are scheduled to be transmitted in 
color. With 24 of the 39 films completed, 
series is eventually expected to go into all 
Pacific northwest markets. Ted Tracy. 
manager of McCann's Portland office, 

is the contact. 


PAPER-MATE PEN CO. 

(Foote, Cone & Belding, Chicago) 
Effective Feb. 1 all Paper-Mate buying will 
be done out of the Chicago office. The 
last action of both the New York and Los 
Angeles offices of FC&B was to renew all 
present schedules in order to hold the time 
slots. The Chicago office is getting richt 
at it and readying a big announcement 
campaign. Genevieve Lemper is the 
timebuyer. 


PEPSODFNT DIVISION OF 
LEVER BROS. 


(Foote, Cone & Belding, N. Y.) 


In New York, Chicago. Los Angeles and 

Philadelphia, where the division bought 

ne ang in teenage shows, frequencies 
ave been increased. Also, more markets 

are being bought. Richard C. Pickett 

is the timebuyer. 


PROCTER & GAMBLE 
(Benton & Bowles, Inc., N. Y.) 


P & G is using spot in major markets 
(Continued on page 86) 








36-24-36 


WOW! 





KRON-TV has some impressive statistics too. Look at the way the station 
stacks up — 


®@ Antenna Height: 1441 feet above sea level, the highest 
in San Francisco 


® Power: 100 KW, the top power authorized for Channel 4 
®@ Audience: 1,382,000 families in KRON-TV's 23 county 


coverage area. 


It all means this: You can count on KRON-TV to give you the best and most 
complete coverage over the widest area of the Northern California market. 








Sau Prancieco 


oe 






AFFILIATED WITH THE S. F. CHRONICLE 
| AND THE NBC-TV NETWORK ON CHANNEL 











Represented nationally by Free & Peters, Inc. 
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Sp Ot (Continued jrom page 8A) 


to plug its new toothpaste called CREST. 
as tne product gets more distribution 
so wili wts spot coverage. Donald Foote 
is the timebuyer. 


PROCTER & GAMBLE CO. 
(Dancer-Fitzgerald-Sampie, Inc., N.Y.) 


P & G has just started an announcement 
campaign in over 60 marke.s for OXYDOL. 
Minutes and 20’s are running seven 

nights per week and will continue through 
‘36. There is a possibility that more 
markets will be added. Patricia Hawley 

is the timebuyer. 


THE RATH PACKING CO. 
(Earle Ludgin & Co., Chicago) 


The maker of BLACK HAW< food products 
is buying announcements in soutneast 
markets. Mariiyn Bielefeldt is tne tuunebuyer. 


RHEINGOLD BREWING CO. 
(Foote, Cone & Belding, Los Angeles) 


The UPA cartoon character, Mr. Magoo, is 
being used to host a whole new series of film 
commercials for this beer sponsor in a 
Southern California test run. (see Film 
Sales) Lydia R. Hatton is the timebuyer. 


SALES BUILDERS, INC. 


(Doyle Dane Bernbach, Inc., Los 
Angeles) 


Spot schedules for MAX FACTOR 
COSMETICS were placed on two Los 
Angeles stations for 52 weeks and a year- 
‘round schedule on KTTV, Los Angeles 
was renewed bezinning Feb. 6. Bernice 
Levitas, media airector, is the timebuyer. 


SAUNDERS-SWADAR TOY CO. 


(Grubb & Petersen Adv. Agency, Cham- 
paign) 


The agency just took over the account. 
An extensive 1956 campaign is bein2 
planned. Paul A. Earnest, account ex- 
ecutive, is the contact. 


SIMONIZ Co. 
(Sullivan, Stauffer, Colwell & Bayles, 
-) 


anc., N. ¥. 


Put down this account as a spring entry for 
a tv spot campaign. Jean Carroll is the time- 
buyer. 


SINGER SEWING MACHINE Co. 
(Local) 


In conjunction with its current sewing 
contest, Singer will use tv spot through its 
local outlets. The company owns its retail 
stores but in each city the local officials 
will decide on and place spots themselves. 
Singer’s agency, Young & Rubicam, N. Y., has 
no part in this campaign. 


SLENDERELLA INTERNATIONAL 


(Management Associates, Darien, 
Conn.) 


The company’s try at spot last year proved 
so successful it is dipping in much heavier 
for 56. The agency is setting up schedules in 
as many as 21 major markets, starting them 
as they become available. It wants to 

place filmed 20’s in class A time three days 
a week, M-W-F. Frequencies vary from three 
to nine r week, according to the market, 
and will run through the end of the year. 
Marian Jones is the timebuyer. 


STANDARD BRANDS, INC. 
(Compton Advertising, Inc., N. Y.) 
INSTANT CHASE AND SANBORN 
COFFEE is lining up a campaign of night- 
time minutes and 20’s in all major markets 








The most respected name 
in television ... 
ATLANTIC TELEVISION 
CORPORATION 
130 West 46th Street, N. Y. C. 


Soon: 
“The Champion” Package of 13! 
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Glenn Bohannan, chief timebuyer at 
Erwin, Wasey, L. A., will be placing 
for Van Camp Sea Food along with 
Carnation, Albers’ Cereals and other 
accounts. 


to start around March. Ed Semel is 
tne timebuyer. 


SWIFT & CO. 
(McCann-Erickson, Inc., Chicago) 


As predicted in Jan. Spot Report, Swift is 
buying half-hours in 40 to 50 markets in 
which it will place a film series. John Cole 
is the timebuyer. 


THE TONI CO. 
(North Advertising, Inc., Chicago) 


The company is adding to the TONI PROM 
announcement schedules. Richard Page 
is the timebuyer. 


TWENTIETH CENTURY-FOX FILM 
CORP. 


(Charles Schlaifer & Co., N. Y.) 


The movie company is going heavy on its 
promotion of Carousel which is opening 
in both New York and Los Angeles on Feb. 
16. This release, in newly improved 
CinemaScope 55, will probably get 
saturation tv spot schedules wherever it 
plays, especially in bigger markets. A 
spokesman advises that Twentieth Century 
is “urging” its exhibitors to get behind this 
promotion. Minutes, 30’s and ID’s will be 
used. Spots will be placed locally in most 
cases, agency helping where needed. The 
next film to get similar heavy-duty 
romotion will be The Man in the Gray 
lannel Suit, Fox's Easter release. 


UNDERWOOD CORPORATION 


(William Esty & Co., Inc., N. Y.) 


The agency takes over in April for Under- 
wood electric and standard typewriters. 
Media plans are still in planning stage. 
Underwood in the past 18 months has been 


in tv spot on a co-op basis but, a spokesman 
advises, it may very well have a factory- 

lanned spot campaign in the near future. 
No timebuyer has been assigned as yet. 


VAN CAMP SEA FOOD CO., INC. 
(Erwin, Wasey & Co., Ltd., L. A.) 


The agency has just taken over the 
account and media plans are being discussed. 
Glenn Bohannan will be the timebuyer. 


WELCH GRAPE JUICE CO. 
(Kenyon & Eckhardt, Inc., N. Y.) 


The company is stepping into tv spot for 
its new wine. Lucy Kerwin is the time- 
buyer. 


WILLIAMSON CANDY CO. 
(Aubrey, Finlay, Marley & Hodgson, 
Ine., Chicago) 


The OH HENRY company is renewing and 
adding markets, using participations in kid 
shows. Gene E. Fromherz, media director, 

is the timebuyer. 


J. B. WILLIAMS CO. 
(J. Walter Thompson Co., N. Y.) 


The company just ended its first winter 
campaign for its "LECTRIC SHAVE lotion. 
Williams will next be heard from in spot 
along about late spring. Gordon Dewart 

is the timebuyer. 


WILSON & CO., INC. 


(Needham, Louis & Brorby, Inc., 
Chicago) 


The meat packer is constantly on the lookout 
for good time to place Guild Films half- 
hour series I Spy, currently in 10 markets 
(see Dec. Spot Report). Pat Brouwer 

is the timebuyer. 


WINE ADVISORY BOARD 
(Roy S. Durstine, Inc., San Francisco) 


Schedules of minutes and 20’s placed pri- 
marily from 7:00 p.m. to midnight will 
run from Feb. through May in the follow- 
ing markets: Boston, Philadelphia, 
Rochester, N. Y., Hartford, Baltimore, Rich- 
mond, Cleveland, Detroit, New Orleans, 
Kansas City, St. Louis, Chicago, Spring- 
field, Ill., Denver, Phoenix, Albuquerque, 
Los Angeles, San Diego, San Francisco and 
Seattle. Robert L. Whitehead, account 
executive, and Edith Curtiss, timebuyer, 
are the contacts. 


WISH-BONE SALAD DRESSING CO. 


(Allmayer, Fox & Reshkin Agency, 
Kansas City) 


Company is buying announcements in 
markets within its western territory. 
Ben N. Allmayer, agency president, is 
the contact. 





The Katz Agency, N. Y., elected three department heads to its board of directors 
last month. They are Daniel Denenholz, director of the station representative 
firm’s research, promotion and publicity department; Scott Donahue Jr., tv sales 
manager, and Morris Kellner, radio sales manager. 
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A tempting dish for your merchandising menu is this fat, fast-growing market 


with the big-budget buying power to match its appetite. It’s Western Michigan 


. the country’s 20th television market . . . and it’s YOURS when you buy GRAND RAPIDS 


WOOD-TYV, Grand Rapids’ only television station. Ask us to tell you more. —_— 


« BATTLE GREER 


. * KALAMAZO® 
i GRAND RAPIDS, MICHIGAN 


GRANDWOOD BROADCASTING COMPANY °*® NBC, BASIC; ABC, SUPPLEMENTARY *® ASSOCIATED WITH 
WFBM-AM AND TV, INDIANAPOLIS, IND.; WFDF, FLINT, MICH.; WTCN-AM AND TV, MINNEAPOLIS, MINN.; 
WOOD-AM, WOOD-TV, REPRESENTED BY KATZ AGENCY 
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C&C Super. What is C&C Super Cor- 
poration? Who runs it? By what odd 
circumstance does it suddenly become 
the largest distributor-owner of fea- 
ture length films for television? 

These are some of the questions in- 
vestors and financial analysts were 
asking immediately after it was an- 
that RKO Radio Pictures’ 
backlog of 740 feature length films 
and 1,000 short subjects was being 
turned over on the basis of a perpetual 
lease to C&C Super Corp. through its 
subsidiary C&C Television Corp. The 
details were too 
complicated for the average investor to 
follow easily and just what it would 
mean to the film industry seemed un- 
certain. C&C Television Corp. an- 
nounced payment of $15.2 million for 
the films but that money was going 
into the coffers of RKO Radio Pictures, 
a subsidiary of General Teleradio 
which in turn is owned by General 
Tire. This removed an investor two 


nounced 


of the transaction 


corporations away from the one in 
which he might be interested as a 
result of the sale. 

Attention therefore centered on C&C. 
A corporation that’s listed on the Amer- 
ican Exchange, C&C Super Corp. in its 
present status was technically brought 
into existence in December 1950 by 
three men, Walter S. Mack Jr., Albert 
Fink Milton and Richard Weininger. 
Mr. Mack gained a degree of public 
attention during his five-year reign as 
president of the Pepsi-Cola Co. Mr. 
Weininger has had experience in for- 
eign investments while Mr. Milton has 
been connected with The Equity Cor- 
poration group, an investment organ- 
ization holding shares in numerous 
companies. 


Phoenix Industries. These three men 
organized Phoenix Industries Corp. 
in Delaware to engage in all types of 
commercial or industrial activities. On 
November 8, 1951 Phoenix merged 
with an entity entitled National Power 
& Light Company of New Jersey. Ac- 
tually National had been part of the 
Electric Bond and Share Co. power 
group but the S.E.C. in 1941 had 
ordered National to be dissolved. By 


Wall Street Report 





1951 National had assets which totaled 
no more than 36 cents per share. But 
Phoenix moved to acquire National 
and obtained S.E.C. permission to do 
so, provided it remained outside of the 
public utility field. 

From that point on this corporation 
embarked on a series of mergers, sales, 
purchases and deals. At the same time 
in 1951 negotiations were under way 
for Phoenix to acquire control of 
Nedick’s, Inc., the chain of 111 corner 
restaurants stretching from Washing- 
ton, D. C. to Boston, Mass. 

The Nedick chain was the first pub- 
licly known operation which had been 
acquired by National Mr. 
Mack in stockholders 


identified the new corporation as a 


Phoenix. 
his letters to 


“venture capital corporation.” To illus- 
trate the point Mr. Mack told stock- 
holders his corporation was investigat- 
ing projects ranging from mining prop- 
erties in Peru to a U.S. domestic cor- 
poration making molded rubber parts 
for the aircraft and automotive indus- 
try. 

It is interesting to note two other 
well-known names were associated with 
Mr. Mack at the start as directors of 
his “venture capital corporation.” One 
was Virgil Dardi, formerly head of 
Blair & Co., West Coast investment 
banking firm. Mr. Dardi later became 
involved in a corporate battle with 
Serge Rubenstein, the murdered mil- 
lionaire, and was forced out of Blair. 
Another was William Zeckendorf, head 
of Webb & Knapp, realtor, visionary 
and promoier of large-scale projects. 
Mr. Zeckendorf’s role in the affairs of 
the future C&C Super Corp. are des- 
tined to grow. 


National Phoenix. Later in 1951 Na- 


tional Phoenix Industries bought 
Mazda Oil Corp. However, Mazda was 
sold in October 1953. The cash re- 


ceived was used to promote a “sensa- 
tional” new product — the canned soft 
drink. It was evident that a “canned 
soft drink” project had been in Wal- 
ter Mack’s mind since he first tried — 
and dropped it — at Pepsi-Cola. While 
the National and Phoenix merger was 
underway the common stock of Can- 


trell & Cochrane, a wholly-owned sub- 


sidiary of a British company, was ac- 
quired. C&C produced a ginger ale 
and a club soda that had a small fol- 
lowing in the U.S. though it was very 
popular in the British Isles. 

In July 1952 National Phoenix also 
purchased an oil tanker Chryss Jane 
and then immediately chartered it out 
for a six-year period. Meanwhile the 
plans for the canned soft drink were 
ready to be announced. In the spring of 
1953 the soda pop bombshell hit the 
world — a full line of soft drinks in 
cans! 

It was at this point that the company 
came into the field of tv. C&C poured 
virtually its whole budget into tele- 
vision. The sight and sound of old 
pop bottles being smashed and ground 
into pieces became a summertime sub- 
ject for jokes and puns. It touched off 
a wild spree of soda pop canning from 
coast to coast and for a year had the 
whole soft drink industry in a torment 
of confusion. By 1955 the can furor 


had died down. 


place in the soft drink industry but 


Cans would have a 


they were not going to replace bottles 
overnight and C&C Super Coola was 


not the Jack to knock down giant 
Coca Cola. 
New Worlds. But while the debate 


over canned or bottled beverages raged 
National Phoenix was off in new direc- 
tions. On February 1, 1954 terms of a 
The 


(Continued on page 124) 


merger between National and 
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“Kick a home run, Finchley, and we'll make a touchdown!’ 


THE GAME’S NOT THE SAME IN SEATTLE-TACOMA 
--- AND KTVW IS THE REASON WHY 





Throw away your old rule book! TV ratings have changed in Seattle-Tacoma... 
and KT VW’s new live programming of sports events has caused the big switch. Check 
the new ratings. They mean new viewing (and buying) habits. For winning sales in the 


Pacific Northwest’s major market, choose KTV W, today’s low-cost coverage champ. 








SEATTLE - TACOMA 


For Information, Contact 
George P. Hollingbery Co., 
or Write 230 8th Ave. No., Channel 
Seattle, Washington 
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Forecast (Continued from page 43) 


000 color sets will be sold” in 1956. 
He believes that the governing factor 
will be quantity and quality of color 
telecasts. 

Supporting that view was the year- 
end statement on business prospects 
by Secretary of Commerce Weeks who 
said that “expanded color television 
schedules are expected to boost the 
sale of color receivers to better than 
$250 million at retail prices” in 1956. 
Figuring the retail prices of color sets 
at $850 each the total would reach 
somewhat less than 300,000. 

Benjamin Abrams, president of 
Emerson Radio and Phonograph Corp., 
one of the most enthusiastic of color 
supporters, believes that chroma set 
sales this year will be about 500,000, 
rising to 1.5 million in 1957 and 3 
million in 1958. He thinks 1957 
prices will range between $400 and 
$500 and by 1958 will be down to 
$300. The Emerson company will pro- 
duce about 30,000 sets this year. It 
makes a 21-inch color conselette at 
$795 and a full-door console at $895. 

Mr. Abrams credits the expected 


upsurge in set sales to increased and 
improved color programming planned 
for 1956. 

James H. Carmine, president of 
Philco, sees color tv as a factor in 
the 1956 tv market. “Even though 
sales of color tv receivers may not 
exceed 250,000 next year, they will 
have an important effect on the year’s 
total dollar volume of business, open- 
ing the door for large-scale commercial 
production in 1957,” he said. Philco 
is manufacturing two color models in 
limited quantities, as ordered by dis- 
tributors. 


Westinghouse Developments 


Hampered by its long strike West- 
inghouse has, nevertheless, made im- 
portant developments in color during 
1955. A 22-inch, all-glass, rectangular, 
shadow mask, color picture tube has 
been developed at the Elmira plant. 

E. J. Kelly, general manager of the 
television-radio division at Metuchen, 
New Jersey, says: “We plan to be in 
production on color television receiv- 
ers in the last half of 1956. Our set is 
designed to take either the 21-inch 
round, or 22-inch rectangular tube. 


Of course, the tube in our color re- 
ceiver is a Westinghouse tube made 
at our Elmira tube factory located at 
Elmira, New York, which is now in 
initial production of the tube.” 

Henry F. Argento, vice president 
and general manager of Raytheon tv- 
radio operations, expects industry sales 
of 300,000 color receivers this year 
and has announced plans for a city- 
by-city drive on Raytheon’s new 21- 
inch receivers. The company has been 
turning out its own color sets for two 
years, first announcing the 21-inch 
set last August. The firm manufacturers 
its own picture tubes. 


H. Leslie Hoffman, president of Hoff- 
man Electronics Corporation and presi- 
dent of the RETMA, predicts, “The 
industry should sell 300,000 color sets 
in 1956.” Hoffman manufactures a 21- 
inch color receiver and maintains a 
separate color plant in Pasadena. The 
company gets about 25 per cent of 
west coast color business, according 
to its president. 

Sylvania, which has been getting its 
color sets from RCA, will start making 
its own with a Sylvania, round, three- 

(Continued on page 94) 
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Forecast (Continued from page 93) 


gun 21-inch tube in April. Arthur L. 
Chapman, operations vice president, 
while declining to give a price, said: 
“I don’t expect much change from the 
$695 to $895 price range.” Saying that 
he thinks it will be three years before 
sales reach one million annually, he 
added, “We expect the last half of 1956 
will see a real market for color for the 
first time.” 

Another manufacturer, Admiral, re- 
cently introduced a new 21-inch color 
console at $895. 

With plenty of quality color pro- 
gramming seen as the key to public 
demand for sets, both NBC and CBS 
have continued to increase the number 
of hours of color offered to their 
affiliates. 

ABC-TV, meanwhile, has maintained 
a policy of watchful waiting, concen- 
trating its efforts on strengthening the 
network’s black and white posiiion. 
Robert E. Kintner, network president, 
said, “Color television apparently will 
not be an important factor in the 








2 heads are 
better than one 
...IN BUFFALO 


ACT Cae 


BUFFALO 





Nat. Reps. FREE & PETERS 


| 
| 


immediate future as far as reaching 


large audiences is concerned.” 
“According to the best estimates we 
have been able to obtain in the trade,” 
he continued, “there are about 40,000 
color sets, compared to over 35 mil- 
lion black and white sets in the country 
at the present time—a substantial part 
of which are in the hands of dealers. 
I am also told that the industry should 
produce about 150,000 sets this year. 
So, from a color circulation point of 
view, it would appear that we are now 
about at the stage we were in mid- 
1948 with black and white, and it 
looks to our research people as if color 
will go through the same 5-year cir- 
culation growth that black and white 
did, although at a slower rate, to 
achieve really national penetration . . . 
it is my personal belief that color will 
not be a really major factor in network 


nt) 


programming until at least 1957. 
Stepped Up Schedule 


NBC stepped up its 1955 color sched- 
ule from 20 hours of color program- 
ming a month to 40 by year’s end 
with promises that this would be ex- 
panded to 80 in 1956. Most spectacular 
move in the color programming plans 
was the NBC announcement that WNBQ 
Chicago would be an all-color station 
by April 15. 

Speaking before an affiliates’ meet- 
ing in Chicago, the younger Sarnoff 
said: “I am confident that our action 
in going all-color in Chicago will en- 
courage all of you to quicken the pace 
of your own color development. I 
know you will want to measure the 
costs and investment and when you 
do so, | hope that you will also meas- 
ure the gains—not in terms of im- 
mediate short-range advantage, but in 
terms of the stake this will give you 
in the greatest wealth and service 
producer of the future. 

“Over 100 of you have equipped 
yourselves to broadcast network color,” 
he continued, “which is the starting 
point. Thirty-one of you have taken 
the next step and are originating color 
programs, live or on film, and of this 
number twelve affiliates, who also led 
the way in black and white television, 
are equipped for local live color, and 
are carrying an increasing schedule 
of local color shows.” 

NBC will continue to convert its own 








station operations one by one to color 
until all are on a 100-per-cent color 
basis, Mr. Sarnoff announced, and will 
simultaneously continue expanding its 
color facilities until the entire network 
schedule is presented in color. 

“These steps are not only an ex- 
pression of faith in color,” he said. 
“They are sound business measures 
which will help create a new industry 
—with opportunities for NBC, its af- 
filiates and the whole medium, sur- 
passing anything in all of broadcast- 
ing’s history.” 

These statements supported the views 
of General Sarnoff, who said at the 
time of the WNBQ announcement: “I 
am firmly convinced that the future of 
. . Network 


color, which we pioneered, is now well 


television lies in color. 


established. . . . But we know that 
network service must be supplemented 
by good local color programs. That 
is the next step that must be taken 
to make color television a full and 
complete service.” 

In a move to speed local live color 
RCA has made available to telecasters 
a color television “studio on wheels” 
to permit stations equipped for color 
transmission to originate colorcasts for 
local events. 

Equipped with two live studio cam- 
eras, the RCA mobile unit is available 
for lease and can be operated by local 
station personnel. Two RCA engineers 
are available with the equipment to 
instruct local engineers in the setup 
and technical operation. 

The first unit is being used by sta- 
tions within a 150-mile radius of 
Philadelphia, according to A. R. Hop- 
kins, manager, RCA Broadcast Prod- 
ucts department. Additional units will 
be made available to extend the mobile 
service to other major television cen- 
ters. 

The unit was used by wcau-tv Phil- 
adelphia to colorcast the annual Mum- 
mers’ parade in Philadelphia on New 
Years Day. 

The mobile equipment offers stations 
an intermediary step between the time 
they are able to transmit network color 
and the time they have their own live 
It has the 
advantage not only of making live 


cameras and _ facilities. 


color available for sponsors and for 
viewers but gives programming and 
engineering personnel of the station an 








themselves 


opportunity 
with equipment and techniques of local 
colorcasting. 


to acquaint 


While advertiser interest in color 
television has continued to grow, most 
major companies are maintaining a 
policy of watchful waiting—keeping 
an eye on coverage and on color 
rates. A substantial number of large 
advertisers expect to try color televi- 
sion when they feel that set saturation 
is sufficiently large to give them an 
audience. 

Those pioneers—and their number 
is constantly increasing—who are sup- 
porting the expanding CBS-TV and 
NBC-TV color programming feel that 
compatible color gives them a_ plus 
over their normal black and white 
audience. 

At NBC top-level estimates are that 
the advertising expenditure for color 
television will be more than $3 billion 
by 1965. These estimates were based 
on a $13.5-billion total for the nation’s 
annual advertising expenditure and a 
doubling of the current black-and- 
white tv share of 12.5 per cent. 


FCC Head’s Comment 


Supporting this opinion on a some- 


what more conservative basis was 
George C. McConnaughey, chairman 
of the Federal Communications Com- 
mission. Mr. McConnaughey 


“Looking ahead to a national system 


says: 


of color television and to fuller satura- 
tion of sets and stations, I see still 
another billion of advertising dollars 
for television in the next decade. At 
that time, television should have a 20- 
per-cent share of the media field.” 

How expanding color programming 
plans can affect advertising is seen in 
Chicago where Polk Brothers Furniture 
and Appliance Stores are the largest 
sponsors of tv time. After the an- 
nouncement that WNBQ would become 
an all-color station, Sol Polk, president 
of the firm, said: “Color will be the 
keynote in what we envision as a new 
era of merchandising in furniture, ap- 
pliances, clothing and all the consumer 
items which contribute to a better way 
of life in this country. The advent of 
consistent color telecasting at the local 
level will serve to provide all of our 
merchandise with an aura of newness 
and freshness in the coming period of 
color emphasis.” 








Colorbal, the Simple Color Balop 


Almost 24 months ago, wTMJ-Tv Milwaukee, looking toward color, won- 
dered just how balops would be used. The answer was simple: Take your 
balop, have it made into a 2 x 2 inch color transparency and then screen it as 
you would any slide. 

But, the station worried, couldn’t the process be simplified? The industry 
reply seemed to be, “Well, not yet . . 
Receiving the same response from a number of research and engineering 
firms, WTMJ-TV set out to do the job itself. Its answer is called Colorbal. 

Colorbal is a balop unit designed to transmit art work directly. The way 
to work it, simply, is to take a piece of art work, paste it on a balop card and 
insert the card in the balop camera. The unit, which incorporates one scan- 
ning tube and three photoelectric cells, precludes the use of a studio color 
camera. It also, says WTMJ-TV, “completely bypasses the expensive and 


. there are so many other things.” 


uncertain photographic techniques of color transparencies.” 

The unit has a number of advantages. First, it works with opaque art 
work. That means the artist’s original drawing, point-of-sale displays, 
paste-ups or even superimpositions. The advertiser could, to cite an extreme 
example, clip his advertisement straight from a magazine and have it put 
on the tv screen. 

Secondly, Colorbal transmits either in color or b&w. Further, its repro- 
duction — whether in b&w or color — is said to be true in every respect, an 
interesting note in light of the frequently heard complaint that color photo- 
graphic reproduction sometimes involves distortion. 

Fourth, the entire unit can be readied for operation in “considerably less 
time” than is required to set up color film or a live color camera. And, since 
art work doesn’t have to be processed photographically, there’s no delay for 
laboratory work. 

Moreover, the dimensions of the Colorbal card can be considerably greater 
than those for the regular balop. The standard size for Colorbal is 742 x 10 
inches, with a 14-inch margin area running all the way around inside the 
frame. (That makes for a safety area of 614 x9 inches.) This size can be 
increased even further, if necessary, without difficulty. 

Sixth and finally, Colorbal is described as relatively inexpensive, in con- 
trast to most tv equipment costs. And WTMJ-TV points out, it is economical 
to operate and maintain. 

The new device was developed over a period of months by the station’s 
engineering staff, headed by Phillip B. Laeser (See “Newsfront,” October, 
1955). The track for the balops must be kept clear of stray light (which 
frequently generates a “flaky” interference in electronic color systems) and 
so is kept hooded. As a result, Colorbal, as the unit now stands, does not 
accommodate flip-down cards. Colorbal combines easily with other types of 
transmission, however, making it possible to dissolve, for example, from a 
live studio shot to Colorbal and back to color film. 











While all of the sets currently being 
offered the public have direct-view 
tricolor picture tubes, several other 
types of tubes are in use experiment- 
ally—each, according to supporters, 
offering considerable promise. 

The RCA shadow mask tube con- 
tains three electron guns, each aimed 
to strike phosphors of only one color. 
The tube face offers 350,000 dots for 
each of the three colors, screened by 
a shadow mask so that each gun hits 
only the phosphor dots for which it 


is intended. CBS-Hytron developed a 
curved shadow mask and a_photo- 
graphic process of applying the dots 
to the curved face of the tube in 
precise register. 

General Electric replaced the 
shadow mask with grille wires which 
they believe will increase the bright- 
ness of the tube. A voltage rise be- 
tween the wires and the tube face 
accelerates the electrons and focuses 
them precisely at the same time. 


(Continued on page 96) 
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The Lawrence tube, developed by 
Nobel prize winning Ernest O. Law- 
rence, uses only one gun, which re- 
duces the cost of manufacture. The gun 
is made to strike the various phosphors 
by a circuit that switches the polarity 
of alternate wires in a grid. The tube 
is being developed by Chromatic Tele- 
vision Laboratories Inc., which is 50- 
per-cent owned by Paramount. 

Philco is also developing a one-gun 
tube which they believe will be cheaper 


than either of the other color tubes. 
Its principal is similar to that of the 
black and white tube and allows the 
electron beam to move without con- 
straint, producing the proper colors by 
controlling the current when the beam 
falls on the appropriate phosphor. 
While the price of color receivers 
may be expected to come down as the 
volume increases, this reduction is not 
expected to be spectacular in 1956 un- 
less one of the cheaper picture tubes 
is perfected. The three-gun tube is not 
only comparatively expensive to manu- 
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Locally produced for local sales! 
Helen Kelly directs this wonder- 
ful audience show— with 
“BREEZY” the clown and skill- 
fully enacted stories— Kids “‘write 
in” for tickets — every show 
there’s 
Call, wire, or write for details. 


The only television station covering the heart of 
Louisiana with its $580,937,000 retail sales. 


NBC-ABC 
Represented by Hollingbery 


WBRI=2 


BATON ROUGE, 


4:30- 5:00 p.m. 
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LOUISIANA 


facture, it needs extra circuitry. 

Most film syndicators are watching 
the color advance with satisfaction. 
For those, like Ziv, 
has been shooting all its series in color 
as well as black and white, the demand 
for color programs is seen as opening 


which reports it 


up an entirely new and lucrative mar- 
ket for series which have already been 
sold. Since prices for these color series 
are expected to equal first-run prices, 
the new business will be profitable. 

Nearly every distributor, even though 
he may not be in the fortunate posi- 
tion of having his entire library on 
color, has several of his top programs 
available in multichrome. 

Screen Gems, for example, has a 
number of programs of the Ford Thea- 
tre series on color film. Ease with which 
Screen Gems, the Columbia Pictures 
was able to make the color 
shooting switch is interesting. Ralph 
M. Cohn, vice president of Screen 
Gems, happened to be in Detroit on 
the Friday before the Monday a 13- 
program segment of Ford Theatre was 
scheduled to start shooting. 
to be made in standard black and 
white film, like preceding programs. 
A Ford executive asked Mr. Cohn if 
it would be possible to film the series 
in color while the black and white 
was being shot. A quick check enabled 
Cohn to assure the Ford man that it 
would not only be possible but that 
it would not cause any delay in the 
shooting schedule. Ford’s advertising 
department talked it over that day and 
decided to make the investment. Mon- 
day’s shooting went on as scheduled 
with color cameras added to the stand- 
ard production equipment. 

Since the build-up in demand for 
color syndication is expected to be 
these firms feel that by the 
time they need more color film they 
will have it. 


subsidiary, 


It was 


gradual, 


have done considerable 
experimenting with color during the 
past year and report that film now 
available is satisfactory for television 
color reproduction. 

Costs, too, have been reduced with 
the original estimate that color cost 
an additional 35 per cent now down to 
between 15 and 25 per cent. 


Producers 


The era of color is just around the 
corner, and when it comes television 


expects to be ready for it. 
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> 3 3 = Soa Mt. Washington WMTW (Sce Poland Spring, Me.) NORTH CAROLINA 
S ss Asheville WISE-TV NNNNN None 
: WLOS-TV YNNNY - 
MISSOURI | —= Charlotte WBTV "TuTeV « 
Cape Girardeau KFVS-TV YNNNY - | = (NewYork) WATV a es ae Durham oe =i WRAY 
Columbia KOMU-TV NNNNN None | Fayetteville WFLS-TV YNNNY - 
Hannibal KHQA-TV (See Quincy, Ill.) ; Greensboro WFMY-TV Y N Y Y ¥ - 
Jefferson City KRCG-TV YNNNY - NEW MEXICO Greenville WRCE TRAN - 
Joplin KSWM-TV YNNNY .- Albuquerque KGGM-TV NNNNN - Raleigh WNAO-TYV YYYyYyY =- 
Kansas City KCMO-TV YNNNY . | KOAT-TV NNNNWN 1956 Washington WITN YNNNY - 
KMBC-TV YNNNY - KOB-TV wes So Wilmington WMFD-TV ese¢es s 
WDAF-TV YYyYyYyY “ Roswell KSWS-TV NNNNWN 4/56 | Winston-Salem WSJS-TV YNNNY ° 
Kirksville KTVO i WTOB-TV cweece 
see” SESeS | eee 
> Leute ° Alb WROW-TV YNNN ‘ . 
KTVI NNNNN None oo . NORTH DAKOTA 
KWK-TV YNNNY .- } Troy) Bismarck KBMB-TV NN NN N 10/56 
Sedalia KDRO-TV eS a 2 - ; : : KFYR-TV Se we te oe 
emeess oo mewery ovanny > | Sete wmv renee | ne 00 wou vinnie | 
KYTV YNNNY - (Lake Placid) KXJB-TV (See Valley City) 
Belted WEEN-TV eeece Minot KCJB-TV NNNNN 1956 
MONTANA — ? ate Bh aa Valley City KXJB-TV TRYTY -« 
Billings KOOK-TY NNNNN .- CU RL Bee 
Butte KXLF-TV . . wea-tv 7euer - 
Great Falls KFBB-TV NNNNN - —_ Bai wey 6M ee | lm 
Missoula KGVO-TV NNNNWN - Ki de WKNY.-TV NNNNN E Akron WAKR-TV - - 
" New York WABC-TV Coit al PG . Ashtabula WICA-TV - i - 
NEBRASKA WABD yYyYYY Cincinnati WCPO-TV NNNNWN None 
Hayes Center KHPL-TV : .-< ms ‘ . WKRC-TV YNNNY .- 
WATV (See Newark, N. J.) —— 
Holdrege wons-TV ay wee Y WLW-T YNNNY - 
(Kearney) KHOL-TV NNNNN 9/56 Pen an Cleveland WEWS YNNNY., - 
Lincoln KOLN-TYV YNNNY - WOR-TV Ye y -ic l WNBK YNYYY - 
bee . WPIX YNNNY . : 
Omaha KMTV ee eS ieee |S WXEL YNNNY - 
: 4 WRCA-TV Trtrwy he 
Wwow-TV YNNNY - 7 , WBNS-TV YNNN : 
Roch WHAM.-TV YNNNY Celumbus S. NNN Y 
Scottsbluff KSTF ae ge ae + Ae jochester . ole : WLW-C YNNNY .- 
WHEC-TV YNNNY - arawnary sabe 
NEVADA = vaeee : Dayton WHIO-TV Y N N N Y : 
Henderson KLRJ-TV _f 4.8 & ae Sehenectady WRGB -€ & eG Ape: , WLW-D YN N N Y . 
Las Vegas KLAS-TV NNNNN None (Albany- en WIMA.-TV NNN N — 
Rene RETV NNNN WN None beat Steubenvill WSTV-TV NNNNNN 
s WHEN-TV YNNNY - eee ‘ — 
—— Toled WSPD-TV YNNNY .- 
NEW HAMPSHIRE WSYR-TV [erry « —— 7 . 
Manchester WMUR-TV NNNNWN None | Utica WKTV YNNNY - (Continued on page 98) 
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Youngstown WFEMJ-TV YNNNY 
WKBN-TV YNNNY - 
Zanesville WHIZ-TV NNNNN 1956 
OKLAHOMA 
Ada KTEN YNNNY - 
Enid KGEO-TV YNNNY . 
Lawton KSWO.-TV te: we ee - 
Muskogee KTVX YNNNY - 
Oklahoma City KWTV YNNNY - 
Tulsa WKY-TV oe Pf - 
KOTV YNNNY - 
KVOO-TV YNNNY - 
OREGON 
Eugene KVAL-TV NNNNWN . 
Medford KBES-TV o = a ee e 
Portland KLOR NNNNWN 9/56 
KOIN-TV YNNNY . 
KPTV fe sf - 
PENNSYLVANIA 
Altoona WFBG-TV YNNNY - 
Bethlehem WLEV-TV oe a - 
Easton WCLV NNNNWN None 
Erie WIcU YNNNY - 
WSEE YNNNY - 
Harrisburg WCMB-TV YNNNY - 
WHP-TV NNNNWN 1956 
WTPA YNNNY - 
Johnstown WARD-TV ooh Se e 
WJAC-TV eee & - 
Lancaster WGAL-TV 3 Be - 
Philadelphia WCAU-TV 2 2 & - 
WFIL-TV Vautwy ° 
WPTZ fe ss - 
Pittsburgh KDKA-TV YNNNY - 
WENS NNNNWN None 
Reading WHUM-TV YNNNY - 
Seranton WARM-TV YNNNY - 
WGOBI-TV YNNNY © 
WTVU es es s ° 
Wilkes-Barre WBRE-TV YNNNY - 
WILK-TV YNNNY . 
York WNOW-TV NNNNN 6/56 
WSBA-TV YNNNY © 
RHODE ISLAND 
Providence WJAR-TV YNNNY - 
WPRO-TV oS ee «© ° 
SOUTH CAROLINA 
Anderson WAIM-TV YNNNY - 
Charleston WCSC-TV YNNNY - 
WUSN-TV NNNNWN 1/87 
Columbia WCOS-TV YNNNY - 
WIS-TV YNNWNY ° 
WNOK-TV NNNNWN - 
Florence WBTW NNNNWN None 
Greenville WFBC-TV YNNWN Y - 
WeEVL wo se a. - 
SOUTH DAKOTA 
Florence KDLO-TV ae . 
Rapid City KOTA-TV - a ee . 
Sieux Falls KELO.-TV i oe oe ° 
TENNESSEE 
Chattanooga WDEF-TV YNNNY - 
Jackson WDXI-TV YNNN Y « 
Johnson City WSHL-TV escses ° 
Knoxville WATE-TV YNNNY - 
WTVK YNNNY ° 
Memphis WHBQ-TV ee es « . 
WMCT aa & 6 ° 
Nashville WLAC.-TV YNNN Y - 
WSIX-TV NNNNWN ° 
WSM-TV Tau Ua - 
TEXAS 
Abilene KRBC-TV YNNWNY ° 
Amarillo KFDA-TV NNNNWN None 
KGNC-TV YNNNY : 
Austin KTBC-TV YNNNY - 
Beaumont KBMT-TV NNNNWN None 
KFDM-TV YNNNY - 
Big Spring KBST-TV ee «6's « 
Cerpus Christi KVDO-TV NNNNWN ° 
Dallas KRLD-TV YNNNY . 
(Ft. Worth) WFAA-TV VARS. 
KFJZ-TV NNNNWN © 
El Paso KROD-TV YNNNY ° 
KTSM-TV YNNNY - 
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Fort Worth WBAP-TV 2 2 oS =e. - 
(Dallas) 
Galveston KGUL-TV YNNNY - 
Harlingen KCGBT-TV NNNNWN None 
Houston KGUL-TV (See Galveston) 
KPRC-TV & 2 fs - 
KTRK-TV x &§ he . 
Laredo KHAD-TV —-— = a ie - 
Lengview KLTV (See Tyler) 
Lubbock KCBD-TV LNNWN Y . 
KDUB-TV YNYYY - 
Lufkin KTRE-TV NNNNWN 9/56 
Midland KMID-TV a Sie eS oe - 
Odessa KOSA-TV a) ees - 
San Angelo KTXL-TV NNNNWN - 
San Antonio KCOR-TV ae Pe - 
KENS-TV YNNNY ° 
WOAI-TV -2eon Ss - 
Temple KCEN-TY NNNNWN None 
Texarkana KCMC-TY YNNN Y . 
(Tex.-Ark.) 
Tyler KLTV te i". - 
Waco KCEN-TV (See Temple) 
KWTX-TV NNNNWN ° 
Weslaco KRGV-TV NNNNWN None 
Wichita Falls KFDX-TV YNNNY : 
KWFT-TV NNNNWN None 
UTAH 
Salt Lake City KSL-TV YNNNY : 
KTVT YNNNY - 
KUTV YNNNY ° 
VERMONT 
Burlington WCAX-TV NNNNWN 2/56 
VIRGINIA 
Hampton WVEC-TC (See Norfolk) 
Harrisonburg WSVA-TV NNNNWN None 
Lynchburg WLVA-TV YNNNY © 
Norfolk WTAR-TYV YNNWN Y ° 
WVEC-TV YNNNY . 
Petersburg WXEX-TV YNYYY - 
Portsmouth WTOV-TV a a ° 
Richmond WTVR os em - 
Roanoke WDBJ-TV YNNNY ° 
WSLS-TV fi Pe fe - 
WASHINGTON 
Bellingham KVOS-TYV eS O. - 
Pasco KEPR-TV NNNNN - 
Seattle KING-TV YNYYY . 
(Tacoma) KOMO.-TV ass - 
KTNT-TV YNNNY ° 
KTVW NNNNWN . 
Spokane KHQ-TV fk sm - 
KXLY-TV ee oe ° 
KREM-TV YN Y ° 
Tacoma KTNT-TV (See Seattle) 
(Seattle) KTVW (See Seattle) 
Yakima KIMA-TY NNNNWN ° 
(Pasco) 
WEST VIRGINIA 
Bluefield WHIS-TV YNNNY - 
Charleston WCHS-TV YNYY ¥ - 
WHTN-TV (See Huntington) 
WSAZ-TV (See Huntington) 
Huntington WCHS-TV (See Charleston) 
WHTN-TV YNNNY - 
WSAZ-TV ae © - 
Oak Hill WOAY-TV NNNNN 1956 
(Beckley) 
Parkersburg WTAP a Re ae ° 
Wheeling WTRF-TV YNNNY - 
WISCONSIN 
Eau Claire WEAU-TV YNNN Y - 
Green Bay WBAY-TV TN ol i a . 
WMBV.-TV (See Marinette) 
WFRV-TV YNNNY ° 
La Crosse WKBT NNNNWN None 
Madison WKOW-TV YNNNY ° 
WMTV NNNNWN . 
Marinette WMBV-TV ae” ee © 
(Green Bay) 
Milwaukee WISN-TV 2 © & & | ° 
WTMJ-TV aR © | - 
WXIX YNNNY - 
Superior KDAL-TV (See Duluth, Minn.) 
WDSM.-TY (See Duluth, Minn.) 
Wausau WSAU-TV NNNNWN 1957 
WYOMING 
Cheyenne KFBC-TY 2. 2 ° . 











portrait of a market 


. . . where these factors combine for your sales’ success 
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. where, with outstanding local 
and network productions, one sta- 
tion brings dreams to life for 
446,200 television families. 


Serving Albany, Troy, Schenectady, N. Y. and 30 counties of New York and New England 
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A General Electric Television Station x Represented Nationally by (c) SPOT SALES 
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Rates (Continued from page 45) 


should be passed on to the advertiser 
until complete production-cost data has 
been collected and analyzed. 

“Our thinking at present,” general 
manager C. Robert Thompson says, 
“indicates that we will charge no more 
for facilities, but will add our addi- 
tional production costs to the time 
costs.” He points out that “all color 
programs . . . require special equip- 
ment and special work,” which, of 
course, boost production bills. 

wNnBQ Chicago, another NBC-owned 
outlet, is an unusual example, ob- 
viously, since it is to be the first station 
(Its 
rate card for the all-color operation 
had not reached print at the date of 
this writing, but for information on 


to carry all programs in color. 


other aspects of its operation, see story, 
page 41.) 

wBAP-TV Fort Worth dees not at the 
present time have a separate fee for 
color. Until color-set circulation is 
higher, the station “feels it hardly fair 


to our clients to charge an additional 


fee, even for those commercials within 
our two, hour-long local programs, 
Texas Living and The Jones Place.” 
(wBAP-TV also has three daily color 
shows.) 

This station, interestingly, has had 
“excellent results” with outside, local 
live shows. The major problem, it re- 
ports, is to select a day that is bright 
enough to afford engineers ample time 
to line up color cameras. 


No Color Rates Yet 


WFBM-TV Indianapolis, reports presi- 
dent Harry M. Bitner Jr., “has not 
established rates for color programs as 
yet.” This outlet is just in the process 
of getting its color wheel spinning, 
however, since it is one of the most re- 
cent to take to the local multichrome 
road. 

WFBM-TV's entry into color, the first 
Indiana station to do so, has an inter- 
esting sidelight: It meant the station’s 
first purchase of a tv camera since it’s 
been on the air. (The station’s chief 
engineer Harold Holland and his staff 
have been making WFBM-TV b&w cam- 
eras since 1947.) 


The Indianapolis outlet first had net- 
work multichrome in August, 1954, 
followed by a color test bar pattern in 
January, 1955. By September, it was 
able to project color slides and, two 
weeks later, color films. Its first local 
origination live came Nov. 16, 1955. 

Now, WFBM-TV originates a 30-min- 
ute pickup of its cooking show, Through 
the Kitchen Window, in color every 
day. The station reports, “A food show 
seems to be a natural for color” and 
backs it up with a telling discovery: 
When food is shown in color, it can be 
baked as it should be. WFBM-Tv’s home 
economist Irene Lindgren had learned 
earlier that, in b&w, she had to make 
cooking allowances because cakes or 
pies, baked properly for serving, photo- 
graphed too dark. Not so with color, 
she exp'ains. 

KTLA Los Angeles has been very ac- 
tive in color, asserts it originated the 
first regularly-scheduled color program 
on the west coast, Western Varieties, 
and such remotes as the 1955 Rose 
Parade from Pasadena. 

“Thus far in the expensive field of 

(Continued on page 103) 





DON T OVERLOOK THE FACTS 


1oO Keep watching this space for 


more revealing facts! 


Camera may be left at fixed- 
focus on a scene for any 
length of time without ‘‘burn- 
in” effect 


NO SPECIAL MAKE-UP 
PERFECT CAMERA-MATCH 
COMPACT CAMERA 

NO REGISTRATION PROBLEMS 
CUTS MANPOWER IN HALF 
NO HOT LIGHTS 


TUBE COST approx. 2c per hour 


Fact Number 9 for the 














VITASCAN color TV 
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COLOR AT MONOCHROME COST 
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A miss is as good 
as a mile! 





...Without WMAZ-TV 
you miss the middle 
Georgia Market! 


Sa 






Capital of the Middle Georgia market 
is Metropolitan Macon... farther from 
Atlanta than Philadelphia is from New 
York. 


And it’s a fact. No “outside” TV station 
has—or ever has had—adequate penetra- 
tion of this industrially-rich, agricultur- 
ally-prosperous market. Or of much of 
the 47 county area in which WMAZ-TV 
is the favorite with over 110,000 tele- 
vision-owning families . . . spending 
$388,620,000 in retail stores last year. 
Audience surveys reaffirm this ...again 
and again! Consider these facts: 
MACON is rich. Retail sales up 25% 
in five years. 

MACON is growing fast. Population 
doubled in the past decade. 

Macon belongs in your Marketing 
Plans. 


You can and should sell your products 


..-in big quantity . . . at high profit . . . 
in Middle Georgia. 


WMAZ-TV, Macon’s only television 
station, will do the job. Will do it suc- 
cessfully! 

















CBS - ABC - NBC 


Represented Nationally by 
AVERY -KNODEL, Inc. 
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WDS U- TV (Cont'd from page 47) 


Quarter market scene. A_ colorfully 
dressed model then entered to make 
purchases from a display of vari- 
colored vegetables. She would dance 
and twirl briefly, of course, to estab- 
lish the color mood (and, incidentally, 
color stability). 

Then the camera would move on to 
further displays—usually fabrics, 
flowers and jewelry—to demonstrate 
color variety, textural detail and dif- 
ferent intensities of hue. During these 
exhibits background effects were 
changed and still more varied effects 
were shown by switching light gelatins. 
Then, after the advertiser had seen 
how a variety of objects looked on 
color tv, he’d finally see his own pro- 
duce: The remainder of each clinic 
was turned over to the sample com- 
mercials, 

The station ran a number of these 
individual clinics over a period of 
months and, while no more are sched- 
uled at the moment, wosu-Ty will pre- 
sent them upon advertiser request. 


Advertiser Clinics 


Companies that have already had 
their own sessions include such im- 
portant national and regional adver- 
tisers as Wesson Oil, Godchaux Sugar 
Co., Blue Plate Foods, Jackson Brew- 
ing, the Fulton Bag Co., Wembly Ties 
and a local department store, Maison 
Blanche. 

Sales promotion manager of Maison 
Blanche, Ruth Chrystal, who worked 
energetically to help prepare the de- 
partment store clinic, felt afterward 
that “local color tv is the next step 
in our store’s advertising policy. .. . 
It will be exciting—to say nothing of 
what it will do, saleswise, for most 
of our departments.” Her buyers 
agreed. As a result, Maison Blanche 
became the sponsor of wpsu-Tv’s first 
commercial color program, a Christ- 
mas-time weekly show at 5:30 p.m. 
Thursdays. The format was built 
around Mr. Bingle, a fictitious char- 
acter who serves as the store’s holiday 
trademark. 

While wpsu-tv personnel refrained, 
during the individual clinics, from 
criticizing the appearance of the ari- 
ous packages, some of the advertisers, 
themselves, 


immediately recognized 













































possible problems. 

The Fulton Bag Co., for example, 
which manufactures many types of 
burlap packaging for feed companies, 
discovered one of its coverings, now 
used for a nationally advertised prod- 
uct, may prove unsuitable for color. 
“We should begin redesigning immedi- 
ately,” one of the women executives 
remarked at the end of the clinic, de- 
termined to “alert our desingers as to 
what they should avoid in the future.” 


Agencies Impressed 


Agency people were similarly im- 
pressed. Verne Kirby, account execu- 
tive at Fitzgerald Advertising, New 
Orleans, called color “absolutely ter- 
rific.” In particular, he praised the 
station’s policy of making certain 
everything was ready, color-wise, be- 
fore attempting to sell it to the public. 

Clearly, however, WDSU-TV is now 
ready. With completion of its three- 
phased introduction to advertisers, the 
station is now setting the foundation 
for the remaining essential, the audi- 
ence. WDSU-TV management has been 
in constant touch with local tv dealers, 
hatching plans for cooperative promo- 


‘tion once set distribution is sufficient. 


Meanwhile, the tv staff has taken on an 
educator's status .with retailers and 
dealers, attending meetings, explain- 
ing color operations, keeping them 
posted on network programming, de- 
veloping ideas and plans for local 
color shows. The local press is primed, 
too, since all tv columnists have not 
only gone through a thorough indoc- 
trination in color but also have their 
own color receivers, as well. 

The next step, wpsu-Tv hopes, is 
the lowering of color set prices. Then 
consumer-promotion plans can be trig- 
gered and targeted. Arrangements have 
been made, for instance, to shoot a 
series of special 10- or 15-minute local 
originations into department stores and 
dealer showrooms to whet public in- 
terest. And, of course, the station has 
full plans for a “heavy” color sched- 
ule. 

Meanwhile, WpDsU-TvV management 
feels it has already found that color 
television will match the modern ad- 
vertiser’s need and, thanks to its three- 
point plan, has helped advertisers find 
that out, too. 








Rates (Continued from page 100) 


color tv,” says Klaus Landsberg, vice 


president of Paramount Television 
Productions and general manager of 
KTLA, “our commercial rates have been 
about as high proportionately as the 
networks’. These rates run from two 
to three times as much for color as for 
black and white.” 


near future, KTLA “will charge sponsors 


Nevertheless, in the 


the same price for a color commercial 
as a black and white,” which will mean 
cutting current color fees by as much 
as 66 per cent. 

wTMJ-Tv Milwaukee has no rate dif- 
ferential for color programs, according 
to Russell G. Winnie, assistant general 
manager of radio and tv. “It is our 
thought that when circulation justifies 
it, the additional cost for color will 
take care of itself rate-wise and that 
most of the increase will show up in 
production charges rather than time 
service rates.” 


Production Charges 


wcco-tv Minneapolis has made no 
additional charges for colorcasts so 
far. “We do find it necessary,” sales 
manager R. N. Ekstrum explains, “to 
make extra charges for production, and 
we do have quite a heavy cost figure. 
We're referring to costumes, sets and 
the like. . . .” 

wosu-Tv New Orleans considers its 
color rates as “still undetermined.” In 
the meantime, it is operating under a 
temporary color rate card which is 
based on a special cost study. Time 
charges approximate the black-and- 
white rate, plus 10 per cent. (That fee 
includes use of films and/or slides.) 
The live studio charge equals the black- 
and-white studio rate, plus 50 per cent. 
(That fee includes use of one color 
camera and proportionate rehearsal 
time. ) 

wky-tv Oklahoma City’s manager. 
P. A. “Buddy” Sugg, says, “as can be 
expected, the commercial rates for color 
Color would 


5] 


tv are more expensive.’ 
be about a third more than the usual 
b&w costs, he notes. “The color camera 
must be heated three hours before each 
broadcast; therefore, it is necessary to 
maintain camera crews for a longer 
length of time. Other than camera 
upkeep and crews’ working for a 

(Continued on page 104) 
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Wwins-fV 

rises to even greater power with this 


striking new tower . . . the tallest structure in 
Central Ohio and the second tallest self-supporting tower 
in the United States. 

This new antenna system gives whnS-t¥ the ulti- 
mate height needed to cover the vast surrounding Central 
Ohio Counties, enables whnS-t¥ to expand its coverage, 
and amplify the strength of the signal throughout the 
huge present coverage area. 

The new tower, especially designed for whns-tv 
and erected on the premises is 1549 feet above sea level. 
Overall height of the new system is 839 feet above ground. 

Thus, the new antenna with its radiated power of 
219,000 watts, provides the most highly satisfactory pat- 
tern and offers the greatest possible powerful reception. 


wons-ty 


cBs-TV NETWORK — Affiliated with Columbus 
COLUMBUS, OHIO Dispatch and WBNS-AM © General Sales Office: 
CHANNEL 10 


33 North High St. 


REPRESENTED BY BLAIR TV 
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TALENT SCOUTING? 


Look no further. The 
talent’s on WMBR-TV, 
reaching 322,736 homes 
with the highest rated 
shows, national and 
local. 


WMBR-TV 


Jacksonville 
Basic CBS 
Channel 4 

CBS Television Spot Sales 
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Rates (Continued from page 103) 


longer period, the production costs 
would be the same.” 

KMTV Omaha, which carried its first 
local live program Sept. 28, had its 
first full-color commercial three weeks 
later. On behalf of Monte White, Inc., 
Omaha’s appointed DeSoto- 
Plymouth dealer, the five-minute com- 
mercial featured Mr. White’s descrip- 
tion of the new 1956 DeSoto while the 
car revolved on a giant turntable. 


newly 


Owen Saddler, executive vice presi- 
dent of KMTV, reports the station isn’t 
sure of just how much more expensive 
a color commercial is. “We have. dis- 
covered that the cost will vary widely 
from one idea to another,” he adds. 
“We therefore charge straight rate card, 
plus what other extras are necessary 
to cover special artwork, sets or other 
production factors involved. Our ex- 
perience, thus far, has indicated these 
extra charges amount to approximately 
30 per cent over the regular rate card.” 
He notes, however, that “some cost 
more, some less.” 


Proceed With Caution 


woal-Tv San Antonio’s manager 
James M. Gaines says, “Like everyone 
else, we are finding our way in this 
new field.” The station inaugurated 
local originations in color Oct. 15 and 
adopted the following color rate struc- 
ture the same date: Daytime anaounce- 
ments (prior to 6 p.m.) cost $6.50 for 
one camera, live; $11.50 for two cam- 
eras, live; $6.50 for l-minute or 20- 
second announcements on film or 
slides; $3.25 for 8-second announce- 
ments on film or slides. 

Nighttime color facility rates are 
$19.50 for one camera, live; $34.25 
for two cameras, live; $19.50 for 1- 
minute or 20-second announcements on 
film or slides; $9.75 for 8-second an- 
nouncements on film or slides. 

Program color charges, for both day- 
and nighttime, are as follows: one cam- 
era, $19.50; two cameras, $34.25 for 
a l- to 15-minute program; one cam- 
era, $29.25; two cameras, $50.25 for 
a 16- to 30-minute program; one 
camera, $39; two cameras, $68.25 for 
a 31- to 45-minute program; one cam- 
era, $48.75; two cameras, $85.50 for 
a 46- to 60-minute program. 

As of Oct. 15, wWoal-Tv made avail- 





Color Bargain 


NBC-owned tv stations are of- 
fering in color a new, five-minute 
shopping program, Window, to 
be available Feb. 13 (See “News- 
front,” page 27). The program 
has its own rate card, and prices 
include time, talent and produc- 
tion. 

The one-time weekly rate is 
$325 (net commissionable) on 
wrca-Tv New York, $146.25 on 
wrc-Tv Washington, $275 on 
wNBQ Chicago and $160 on KRCA 
Los Angeles. (The Los Angeles 
rate covers time and production, 
only.) 

The Window rate card also has 
a five-times weekly reduction 
which, on WRCA-TV is $1,300 on 
a 13-week basis; on WRC-TV, $585 
for the first 13 weeks and $679.75 
thereafter; on WNBQ, $1,100, and 
on KRCA, $750. 

The program will also be avail- 
able on wptz Philadelphia when 
NBC takes over that outlet, with 
rates to be announced. Window 
is designed for the retail adver- 
tiser only and will be available 
in—or adjacent to—local or net- 
work programs in color where 





color facilities are available. As 
a special daytime feature, its rate 
structure does not affect the 
facilities charge in effect for 
color spot announcements. 








able in color all 20- and 8-second 
breaks adjacent to (or within) reg- 
ularly scheduled color programs. Cur- 
rent advertisers were given first option 
to convert the announcements to color, 
and the station warned that time not 
converted by the first of the year would 
be available to clients wishing color. 
KRON-TV San Francisco has not es- 
tablished color rates, feels such action 
might be “presumptuous” for now. 
“Our experience with both live an‘ 
film,” says manager Harold P. See, “in- 
dicates that a minimum of 15 per cent 
and probably 20 per cent must be added 
to b&w rates for clients who buy par- 
ticipations in either film or live pro- 
grams. The single-program advertiser 
must be expected to pay additional pro- 

















— ot ——— 





duction charges which are, of course, 
variable.” 

“The single sponsor,” See continues, 
“is a vanishing breed and, therefore, 
I think most color advertisers will buy 
participating announcements.” 

“We have advised the trade that the 
present b&w rates, now being charged 
for color, do not necessarily establish 
a precedent; but I think it will be fall 
before we make our first additional 
charge for color.” 

Besides the above listed stations, all 
of whom originate color live, others 
that carry color film or network chroma 
have responded as follows about rates: 

WMAR-TV Baltimore, equipped for 
network color and film, reports, in the 
words of vice president E. K. Jett, 
“There is no getting away from the 
fact that color is more costly to pro- 
duce than b&w. Not only do we have 
the high capital investment in the 3-V 
Vidicon chain, but there is added ex- 
pense for operation and maintenance.” 

The _ station “service 
charge” to its originations of color film 


assigns a 


or slides which amounts to 10 per cent 


of the applicable airtime rate. 

wwJ-Tv Detroit carries, besides net- 
work color, film and slide commercials 
in multichrome and announced Nov. 
21 that “from now until the end of 
the year,” these would be telecast at 
no extra charge to the advertiser. The 
station’s 1956 plans were pending re- 
sults of that test-period. 


Good Color Promotion 


KTRK-TV Houston, also equipped for 
network, film and slides, found good 
color promotion in the local RCA 
distributor’s renting between 40 and 50 
color sets to leading private organiza- 
tions, social and supper clubs in the 
area. Concurrent with the immediately 
greater audience, says general man- 
ager Willard E. Walbridge, “Some of 
our advertisers have turned to color 
completely.” A notable instance is Lane 
Oldsmobile, described by the station as 
the world’s largest Oldsmobile dealer. 
which runs “a heavy schedule of color 
spots” weekly. 

But, because of the set-circulation 
factor, KTRK-TV sees “no immediate 


adjustment in rates forthcoming . . . 
we do not believe we can justify any 
differential from our rate card.” Wal- 
bridge expects the picture to be re- 
versed, however, “in the next couple 
of years.” 

wsaz-Tv Huntington has not ad- 
vanced its rates for color, even though 
it has been operating color films, in 
addition to network color, for about a 
year. Vice president and general man- 
ager Lawrence H. Rogers II states, “I 
am apprehensive about the business of 
giving color away, because | believe in 
it so firmly and I feel that it is such a 
superior service to any other advertis- 
ing or merchandising method.” He 
anticipates that when live color reaches 
maturity, his station “will achieve the 
rate differential on the basis of produc- 
tion-cost charges only. I do not believe 
we will ever get back to a business of 
increasing time costs because a pro- 
gram is in color.” 

Mr. Rogers notes a big set-up in 
21-inch sales locally, expects that color 
will really get going this year and that 
b&w will ultimately become “a problem 

(Continued on page 106) 





DON T OVERLOOK THE FACTS 


ik Keep watching this e for 
more ling facts 


The cost and maintenance of 


costly, cumbersome air-con- 

1oO ditioning systems are practi- 
cally eliminated in the Vita- 
scan TV system. 


> no Burn-in 

=} no sPeciat MAKE-UP 

"a PERFECT CAMERA-MATCH 
© compact camera 

> No REGISTRATION PROBLEMS 
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LUBBOCK, TEXAS 
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Rates (Continued from page 105) 


medium.” Efforts last fall to get spon- 
sors of adjacent announcements to 
convert were not successful, however. 
KTVK Phoenix, equipped only for 
slides and film, has been carrying about 
an hour of local color a week, primarily 
for the benefit of dealer demonstra- 
tion. The station also carries a color- 
bar test pattern before its sign-on, but, 
manager Roger Van Duzer says, has 
not established policy on chroma rates. 


Rates Still Problem 


KPTV Portland, Ore., according to 
managing director Russell K. Olsen, 
finds color rates “just as much of a 
problem as they always have been.” 
With the present limited circulation of 
color receivers, he notes, it’s difficult 
to come up with a rate schedule that is 
fair and equitable. 

“We feel that a color rate is cer- 
tainly justifiable, inasmuch as the sta- 
tion has to make an additional expen- 
diture for color studio programming. 





IN THE 


Industrial Heart 


OF AMERICA’S 


Tri-State Area 
It’s TV's 





Selling 1% million customers in 
Huntington - Ashland - Charleston 
Ironton - Portsmouth. 


316,000 watts of V.H.F. power 


WHTN-TV 


BASIC ABC 


Greater Huntington Theatre Corp. 


Huntington, W.Va. Huntington 3-0185 











(KPTV carries a half hour of free color 
film daily, plus the NBC color sched- 
ule.) At present, the only solution 
appears to be the establishment of a 
color rate, together with a discount 
schedule assigned to charter color ad- 
vertisers.” KPTV has not worked out 
an actual rate card, however. 

KING-TV Seattle, transmitter of color 
films and slides on a regular basis for 
the past year and a half, does so at no 
extra charge “for the time being,” 
vice president and general manager 
Otto P. Brandt reports. 

“KHQ-TV Spokane, has done a few 
commercials on slides in color, accord- 
ing to president Richard O. Dunning, 
“but the demand is almost nil today 
because there are only a handful of 


color sets in the market.” 


Trying to Interest Sponsors 


WFLA-TV Tampa has “tried to get our 
local advertisers to use color in the 
slides that appear with the live net- 
work shows that we carry, but to no 
avail.” Nevertheless, the station runs 
slides “in and about” every network 
color show it carries and has used 
some film, as well. 

“We have not attempted to set any 
color rate,” general manager George 
Harvey states. “When we get into live 
color, it will have to be slightly more 
expensive.” He notes set circulation as 
the major color problem, says that 
while WFLA-TV uses 16 color receivers 
and dealers demonstrate another couple 
of dozen, only two sales have been 
made to private consumers — “One to 
an executive of the telephone company 
at St. Petersburg and the other, believe 
it or not, to a washwoman whose hus- 


band is unemployed.” 


HARRIS-TUCHMAN 
PRODUCTIONS 


751 NORTH HIGHLAND AVENUE 
HOLLYWOOD 38, CALIFORNIA 
TELEPHONE WEbster 6-7189 


Superior Films By Design 
TV COMMERCIALS - SLIDE FILMS 
INDUSTRIAL & TRAINING FILMS 














Je welry (Continued from page 51) 


Typical of jewelry advertising ex- 
perience among firms placing on a 
local basis are the following companies, 
listed in alphabetical order: 

e Adams-Magnon Jewelers, Tampa, 
Fla., with a gross volume of approxi- 
mately $300,000 a year, has used radio 
and newspaper media. They first tried 
television last fall when they bought 
15 minutes on WTvT Tampa and found 
it “definitely sold merchandise for our 
store.” 

Format of the program is unusual. 
Instead of using a syndicated film show 
or a live local program, Alvin Lee 
Magnon, one of the owners, uses the 
15 minutes to discuss the history and 
background of silver, diamonds, china 
and other items sold in the store. Talks 
go into such things as ring mountings, 
a comparison of ancient and modern 
products, what makes an antique and 
comparable subjects. Mr. Magnon says 
that the program has brought many 
“out-of-town” customers into the store. 
He has received many compliments on 
the informality of the program and on 
its lack of “pressure selling.” This, 
Mr. Magnon believes, contributes to 
the firm’s established reputation for 
reliability and respectability. 

“We are very happy with the results 
of television,” says Mr. Magnon. 
Christmas business was up over last 
year because of the program. The talks 
are being continued to stimulate sales 
through the normally slow, late winter 
and spring periods. 


Year-Round for Cobb 
e Cobb Jewelry Co., Traverse City, 


Mich., uses television on a year-round 
basis on WPBN-TV Traverse City. Earl 
S. Cobb, owner, says, “We can reach 
much farther with television than we 
can with any other form of advertis- 
ing.” The firm has sponsored such 
syndicated shows as the NBC Film 
Division’s The Falcon and also uses 
spot announcements between program 
commitments. “We use television prac- 
tically all the time,” says Mr. Cobb, 
“either with programs or spot an- 
nouncements. We keep it going the 
year round.” 

e Feders Jewelry in El Paso, Texas, 
has been sponsoring the NBC Film 
Division’s Captured (formerly Gang- 

(Continued on page 108) 

















KTRK-IV’s family tree 


The happiest Kitty you e’er did see 
With a dog and a mouse in her family tree 


Houston’s big families — buying families are mak- 
ing KiTiRiK’s family of ABC shows their first choice. 
Not only first in Houston — but well ahead of national 
average! Mickey Mouse Club is up 51% and Rin Tin 
Tin 15% greater than national ratings. 

This didn’t just happen! KTRK-TV has become the 
family station in Houston with better shows and better 
showmanship for all the family. For Houston’s best 
availabilities, Houston’s best buy — call us or Blair-TV. 


THE CHRONICLE STATION, CHANNEL 13 
P. O. Box 12, Houston 1, Texas — ABC BASIC 
HOUSTON CONSOLIDATED TELEVISION CO. 
General Manager, Willard E. Walbridge 
Commercial Manager, Bil! Bennett 

NATIONAL REPRESENTATIVES: 

BLAIR-TV, 150 E. 43rd St., New York 17, N. Y. 
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Jewelry (Continued from page 107) 


busters) over KROD-TV El Paso, since 
the fall of 1955. Arthur Cohen, man- 
ager, says “Captured has given us very 
successful results right from the start. 
People come into our store and ask 
for what they see advertised on the 
program. And the results pile up, too— 
the longer the show is on the air, the 
better our sales get.” 

Mr. Cohen also uses spot announce- 
ments but says, “Spots aren’t nearly 
as effective as the program.” Captured 


is sponsored on a cooperative basis for 
both time and program costs with the 
Gruen Watch Co. Feders was the first 
jeweler to go on television in El Paso, 
participating, also in cooperation with 
Gruen, in KROD-TV’s opening program 
in 1952. 

“We the 
jeweler recalls. “We were on for an 
hour and a half. There were only 8,000 
tv sets in El Paso at the time, and the 
reception that first day was terrible. 
Even so, we sold 60 Gruen watches 


sponsored Stagecoach,” 


right away.” 


NEWS 








-.. the TopekAREA audience prefers to 
view it on WIBW-TV, and also SPORTS, 
WEATHER, and FARM SERVICE, ac- 
cording to Dr. Forest Whan’s TV Study 
of the TopekAREA, a free copy of which 
is yours for the asking. 





TOPEKA, KANSAS 
Ben Ludy, Gen. Mgr. 
WIBW & WIBW-TV in Topeka 







































































Channet 
KCKN in Kansas City SEE YOUR 13 CAPPER MAN 
Rep.: Capper Publications, Inc. SSX J 
— uO: => 
CBS © ABC The Kansas View Point 
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Alvin Lee Magnon, one of the owners 
of Adams-Magnon Jewelers, of Tampa, 
presents an unusual 15-minute live 
program on wTvtT Tampa discussing 
the history and background of objects 
of art handled by the store. Sales re- 
sults have been so pleasing that the 
contract for the weekly program has 
been extended into the late winter and 


spring period. 


e Walter Flora & Sons, Decatur, IIl., 
finds that syndicated film on WTVP 
Decater is their best method of adver- 
tising. For the past two years they 
have sponsored the NBC Film Division 
property, Badge 714, on the station. 

“The selling power of this show is 
terrific,” says William Flora, advertis- 
ing manager of the firm. “As the top- 
rated show in the market, in spite of a 
competing station that’s heavy on net- 
work shows, it moved high-ticket mer- 
chandise very quickly.” Mr. Flora is 
particularly pleased with the selling 
power of syndicated film in the pre- 
Christmas buying season. 

e L. Fred and Son, Waco, a com- 
paratively small jewelry concern, has 
been getting amazing results with spot 
announcement advertising on KWTX-TV 
Waco. L. Fred, the owner, who handles 
his own advertising, says that pre- 
Christmas “watch sales almost doubled 
last year during the same period of 
Other merchandise, has 
been moving at a rapid clip. After 


time.” too, 
using newspaper space and radio, the 
jeweler first bought television last sum- 
mer. While his advertising budget last 
year totalled only about $1,500, of 
which $500 went into tv, Mr. Fred 
was so well pleased with results of the 
tv portion that he recently signed a 
contract to buy seven spots a week 

















during the first half of 1956, a pur- 
chase totalling some $3,600. If he con- 
tinues using tv at the same rate during 
the last half of the year, tv advertising 
alone will total around $7,000. Mr. 
Fred wrote to KWTX-TV that he feels 
the increase in advertising budget is 
justified because of the “exceptionally 
good results from our tv advertising 
with your station.” 

e Friedman’s, Atlanta, has used a 
saturation spot schedule on WLW-A 
Atlanta for the past two years, averag- 
ing about 20 spots a day. Executives 
of the company have tried to buy 
additional spots, but there is no time 
open. They have told station execu- 
tives that television is proving to be 
their most productive advertising 
medium. The station has also had to 
turn down other jewelry advertising 
because there is no non-conflicting 
time available. 

e Gay’s Jewelers, Louisville, began 
using WAVE-TV Louisville before the 
store opened three years ago. At first 
the store used a 30-minute live audience 
participation show but later switched 
to film syndications. Currently. they 


DON T OVERLOOK THE FACTS 


Keep watcting this ce for 
im ; iittg facts! 


Warm-up and adjustment time 
ag to seconds flat with 


ii lengthy crenk-up"” vreavires 
switent just the  fiick-of-a- 

AO mina WIND-TUNNELS 

NO BURN-IN 

NO SPECIAL MAKE-UP 

PERFECT CAMERA-MATCH 

COMPACT CAMERA 

NO REGISTRATION PROBLEMS 

CUTS MANPOWER IN HALF 

NO HOT LIGHTS 

TUBE COST approx. 2c per hour 


OOLOR AT MONOCHROME COST 


MNOAGCOAN DO 


TELEVISION TRANSMITTER DEPARTMENT + ALLEN B DU MONT LABORATORIES, INC., CLIFTON, N. 





L. Fred & Son, of Waco, was so 
pleased with the “exceptional results” 
from television advertising on KWTX- 
TV that the appropriation for 1956 was 
materially increased. 


sponsor Ziv’s Favorite Story with satis- 
factory results. The program is sup- 
ported by spot announcements during 
big buying seasons and special pro- 
motions. 

e Gem Jewelry Stores, with branches 
in Port Arthur, Beaumont. Alexandria 


and Lake Charles, uses television ex- 
clusively as its advertising medium. 
sponsoring the MCA-TV Film Syndica- 
lion property, Dr. Hudson's Secret 
Journal, each Wednesday on KPLC-TV. 
The firm also sponsors another pro- 
gram, Camera Four, Fridays, to ad- 
vertise Bulova products. Kushner’s. 
their Lake Charles store, also carries 
five minutes each week on KPLC-TV 
Lake Charles. Commercials for the 
local store are done by Al Hellman. 
manager of Kushner’s, or by Art 
Reuben, local sales manager of the 
station. Kamin Advertising is the 
agency. 

e The International Glass Co. and 
sixty area jewelers are sponsoring the 
CBS Television Film Sales property. 
The Whistler, on KBol-Tv Boise, Sun- 
day, 9-9:30 p.m., with good results. 
The program went on the air in the 
Idaho market in January 1955. 

e Jordan’s Jewelers of Sioux City, 
buys CBS Television Film Sales’ Amos 
’n’ Andy, Thursday, 10:30-11 p.m., on 
KVTv-Tv Sioux City. Executives be- 
lieve results are outstanding. The pro- 

(Continued on page 110) 
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= 
Muncie is Ist 
in the nation in 
HOURS PER WEEK 
SPENT VIEWING TV 
WLBC-TV is Ist 
choice in 
TV VIEWING 
They really go for TV in Mun- 
cie as proven in a recent na- 
tion-wide survey made in 34 
cities by the American Research 
Bureau. The average Muncie 
week watching television . . . 
more hours per week than any 
other city! WLBC-TV leads in 
Muncie according to the No- 
vember A.R.B. Report, telecast- 
ing from 7 A.M. to 11:30 P.M. 


317, hours per week 
MUNCIE FOR 
poe Se oe ee 
ide alae as ee 


WLBC-TV 





MUNCIE, INDIANA 








Jewelry (Continued from page 109) 


gram has been sponsored by the 
jewelry firm since the fall of 1954. 

e Lane’s Jewelry of Bakersfield, 
Calif., sponsors the CBS Television 
Film Sales property, Amos ’n’ Andy, 
Mondays on KBAK-TV Bakersfield. 

e Lessers’ Credit Jewelers of Charles- 
ton, S. C., sponsored the Ziv Story 
Theatre on WusN-TV Charleston in 
1954. At the expiration of the series 
they bought another Ziv film property, 
Highway Patrol, which is currently 
showing on the station. 

e Levitt’s Jewelers of Houston has 
been sponsoring the Ziv package, 
Highway Patrol, on KpRc-Tv Houston, 
Sun., 8:30-9 p.m., since last October. 
The program has achieved high rat- 
ings throughout its run. Telepulse of 
the second show was 21.7, higher than 
either of the programs being shown 
in the area at the same time and one 
of the highest for the week on any 
station. The jewelry concern is well 
pleased with sales results. 

e Litt Jewelers of Chicago has been 
sponsoring western feature films from 





triple-play... 
well assisted 


seos™ 
Standard Rate & Data Service, Inc. 









4 to 6 p.m. Saturdays on wG6n-Tv Chi- 
cago since October 24, 1953. Results 
have pleased the sponsor. Hall Adver- 
tising, Chicago, is the agency on the 
account. Herbert Summers is_ the 
executive. 

e Michael’s, New Haven, Conn., has 
been a consistent user of spot an- 
nouncements on WNHC-TV New Haven. 
Beginning five years ago when tv cov- 
erage in the area was much smaller 
than today and the station’s rates were 
proportionately lower, the jewelry firm 
has continued to use the same number 
of announcements each week. Theme 
of the advertising has been institu- 
tional for the most part, with occasional 
sales drives on diamonds and watches. 
Executives of Michael’s feel that re- 
sults from its television advertising 
have been consistently satisfactory. 

e Petry Jewelry Co. of Crowley, La., 
uses a television announcement sched- 
ule on KPLC-TV Lake Charles. 


Spectacular Results 


e Rider Jewelers, Baton Rouge, La.., 
has sponsored Ziv’s Favorite Story for 
the past two years on WAFB-TV Baton 
Rouge with spectacular sales results. 
When all of the programs in the series 
had been telecast, the firm contracted 
for another Ziv property, / Led 3 Lives, 
which is currently appearing on the 
same station. 

e Schindler’s Jewelers, Sioux City, 
lowa, is sponsoring the MCA-TV Film 
Syndication, Dr. Hudson’s Secret Jour- 
nal, on’ KTIV Sioux City. Executives of 
the firm are well pleased with results 
of the television campaign. 

e Shaw’s Jewelry Co., Cleveland, 
was so pleased with results from its 
half-hour Sunday morning show, 
Mary's Spirituals, 9-9:30 a.m., on 
WNBK that they recently signed a new 
26-week contract extending the pro- 
gram to one hour, 9:30-10:30 a.m. 

“Mary's Spirituals has created a 
tremendous amount of business for 
Shaw’s,” says Ed Bobrick, manager 
of the firm. “You have proven to us,” 
he wrote to the station, “that there is 
a tremendous audience at this time of 
the morning on Sundays, and we have 
found that this audience consists of 
all types of people from all walks of 
life.” 

The jewelry firm was at first re- 
luctant to sponsor the program on 
Sunday morning time but were per- 

















Mary Holt, 


ceremonies for Mary Holt’s Spirituals, 


hostess and mistress of 


one-hour Sunday morning program on 
WNBK Cleveland. Shaw’s Jewelry, the 
sponsor, has been so pleased with re- 
sults that they recently expanded the 
program from a half aan to the full 
60-minute period. 


suaded to give it a trial. Format of the 
program is interracial and _ interde- 
nominational. Church choirs, quartets 
and other groups, as well as soloists, 
are featured in inspirational music. 
They are brought to the program from 
all parts of greater Cleveland and 
northern Ohio. Mary Holt, an ex- 
perienced radio emcee with a large 


local following, is hostess. 


One of the items featured on the 
program was a watch priced at $59.95. 
After the program, Shaw’s sold 45 of 
them. An offer of a free cigarette 
lighter with each watch repair job 





Chart (Continued from page 88) 


ican Home, Fri. — Rice alt wks. 
Prudential; 11-11: wd a.m.: Mon. & Wed. 
= * Thu. —Kellogg ; 
1:15 -m. : Mon. -Thu.—Pillshury. 
“Valiant Lady” 12-12:15 p.m,); 
Mon.—Scott Paper Co.; Ww. & F. er 
Mills ; Tue.—Wesson Oil; Th.— 

Lewis”’ or "2-2:30 
—Thu.—Ralston-Purina, 








wks. 2:15-2:30 p.m.; 
Lanolin Plus. 

“‘Linkletter’s House Party’ (2:30-3 
pm.); 2:30-45—M., W. & F., Lever 
Bros.; Tu. & Th., Kellogg, 2: 45-3—M. - 
Th., Pillsbury ; Fri., Dole Pineapple. 

“B rosby Show” (M.-F., 3:30-4 
p.m.) ; 3:30-45—Mon., Scott Paper; Tue., 
alt. wks., Carnation; ‘Wed., 3:30-45, Ger- 
ber P ; Thu., Toni; Fri., 8S. O. S., alt 

s.—3 :45-4—Mon.—Procter & Gamble— 
Ww. & Fr.—G eneral Mills; Th., Scott 
Paper Co. ; Tue., Alka-Seltzer. 

‘Person’ To Person” (Fri., 10:30-11 
p.m.); American Oil (East Coast); 
Hamm’s Brewing (Midwest); alt. wks.— 
Elgin Nat'l Watch. 


2:15-30 p.m., Mon., 








NBC— 

“‘Howdy Doody’’ (M.-F., 5:30-6 p.m.): 
M., 5:30-6—Standard Brands. Tu., 5:30- 
45—Kellogg; Int’l Shoe. Tu., 5:45-6— 
Colgate-Palmolive. Wed., 5:30-6 — Conti- 
— Baking. 5:30- 45_—Kelloge. Th., 

5-6—C, ‘ampbell _ ng Fri., 5:30- 6— 
oe Alt. Fr., 5:45-6—Luden’s & 
Welch Grape Juice Co. 

Schedule of “Spectaculars’ *: Sat.. 

18, 9-10:30 p.m.—‘‘Oscar 
(Oldsmobile). Sun., Feb. 26, 
—TBA. Mon., March 5, 8-9: 30 TBA. 














brought hundreds of people to the 
store, leading to sales of other mer- 
chandise. Axelband & Brown, 
land agency, has the account. 
e Stiffts Jewelry of Little Rock, Ark.. 
sponsors the CBS Television Film Sales 
syndication, Life with Father, on 
KARK-TV Little Rock, Sunday, 4:30-5 
p.m. The present contract is scheduled 


Cleve- 


to run through April with every pros- 
pect of renewal at its expiration. 
e Tiff Jewelers, 


time television sponsors on WAVE-TV, 


Louisville, long- 
are currently using a live band 15- 
minutes each week on the station. They 
back this up with spot announcements, 
increasing the number during big buy- 
ing periods like the pre-Christmas sea- 
son. Management of Tiff Jewelers is 
pleased with television results and 
expects to continue using the medium. 

e Will Sales Jewelry Co.., 
is also consistent television user on 
WAVE-TV Management of 
Will Sales has found that syndicated 
film properties prove effective for them 


Louisville. 


Louisville. 


and are at present using two weekly. 


New Weston 


MADISON AT 50TH 


English Lounge 
Meeting place 
of show business 


Two of the finest hotels in New 
York are just “around the corner” 
from CBS, Dumont or NBC. 
Beautifully decorated rooms 
and suites for permanent 
or transient residence. 

Ideal headquarters. 


MADISON AT 52ND 
Barberry Room 
Where the celebrities 
go after theatre 








In looking 
over the 


OBVIOUS 






Don't 
overlook 
the 


POSITIVE! 





it's this simple! 
In only 114 days of commercial opera- 
tion WNDU-TV has achieved the Number 2 
position* of audience dominance in the 
South Bend-Elkhart market. This impressive 
Showing expresses eloquently the accep- 
tance of WNDU-TV by the more than 200,000 
families it serves and the confidence 
shown this station by its advertisers both 
local and national. We are proud and thank- 
ful for this auspicious beginning. In only 
114 days, we couldn't ask for more. 


* Total “Firsts” by quarter-hour 
ments according to ARB Nov. 6-12. 







Represented Nationally 
by MEEKER TV 


CHANNEL 46 
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(Left) John Daly 


American Broadcasting Company 


(Center) Douglas Edwards 
Columbia Broadcasting System 


(Right) John Cameron Swayze 
National Broadcasting Company 











“We now switch you to...” 


In the split second after one of these famous 
commentators completes this sentence, you and 
millions of other viewers are whisked to Wash- 
ington or Los Angeles or anywhere else news is 
popping. The electronic miracle of television has 
given you a center aisle seat on the passing scene. 


But behind this miracle are the skills of Bell 
System and network technicians. These highly 
trained craftsmen blend the technical ability of 
an engineer with an actor’s unerring ear for cues. 


Precisely on cue, push buttons are operated to 
make the connections that switch the television 
scene from one city to another. And Bell System 


BELL TELEPHONE SYSTEM 


Providing transmission channels for intercity television today and tomorrow 
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technicians are receiving cues from several net- 
works at once. 


To help them, the Bell System receives operat- 
ing instructions from the networks which give all 
the necessary information on switches. This in- 
formation is sped to 130 Bell System television 
operating centers throughout the nation by private 
line telephone and teletypewriter systems. 


This co-operation between network and tele- 
phone company . . . and the teamwork along the 
Bell System lines . . . assure the American viewing 
public the smoothest programming and the best 
television transmission it is possible to provide. 

















TELEVISION AGE 
Set Count: 


Report by Markets, 
February, 1956 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 
further information regarding the 
figures and their sources, contact the 
stations. Outlets equipped to carry 
network or local color are listed with 
the number of color sets in each mar- 
ket, where such figures are available. 
Asterisks indicate stations equip 
for color but which have submitted 
no figure. Italics indicate stations not 
yet on the air, channel numbers and 
target dates. Daggers (+) indicate that 
the station has asked that no set count 
figure be published. 

In addition to set figures the two 
principal executives of each station are 


listed. 





Totals 
Total commercial stations: 448 
Total markets: 292 
Total estimated b&w sets: 36,981,000 
Total estimated color sets: 49,200 











City Station Vht Unt Color 
ALABAMA 
Rirmingham WABT 366,400 — 


Henry P. Johnston, p. & mng. d.: 
Charles F. Grisham, v.p chg 
sls. 

WBRC-TV 351,000 200 

J. Robert Kerns, v.p. & mng. d.: 
Oliver V. Naylor, g. sls. m. 


Decatur WMSL-TV 31,200 — 
Frank Whisenant, p.; Louis C 
Blizzard, ¢.m. 
Dothan WTVY 22,360 _ 
Mel Wheeler, v.p. & g.m.; F. E 
Busby, exec. v.p. 
Mobile WALA-TV_ 128,700 
W. O. Pape, p.: H. KE. Martin. 
exec. vV.p. 
WKRG-TV_ 187,500 ‘_— 
C. P. Persons, Jr., v.p. & g. m. 
Montgomery WCOV-TV 77,500 2 
Hugh M. Smith, g. m. 
Morris South. sls. m. 
WSFA-TV 116,525 a 
Hoyt Andres, v.p. & st. m.; Rob- 
ert Tuttle, nat. sls. superv. 
ARIZONA 
Mesa KVAR (see Phoenix) 
Phoenix KOOL-TV 143,600 500 
Kenneth Morton, st. m. & sls. m. 
KPHO-TV 141,200 — 
Richard B. Raws, g. m.; Howard 
Stalnaker, c. m. 
KTVK 165,000 200 
Roger Van Duzer, st. m.; Burton 
B. LaDow, c.m. 
KVAR 141,060 ‘_— 
Dwight Harkins, m.; E. W. (Bill) 
Harvey, c. m. 
Tucson KOPO-TV 52,458 — 
E. S. Mittendorf, g¢. m.: Bernie 
Perlin, sls. m. 
KVOA-TV 52,500 — 
Clinton D. McKinnon, p.: J. C. 
Underwood, Jr., sls. m. 
Yuma KIVA 27,103 —~ 
Ray C. Smucker, g.m.. Richard 
Newland, sls. m. 
ARKANSAS 
El Dorado KRBB 410,000 — 
Wm. M. Bigley, g. m.; W. C. Wo- 


mack, eastern sls. m. 











City Station Vhi Unf Color 
Fort Smith KFSA-TV 36,604 a 
Millman Rochester, st. m.; Roland 
Hundley, sis. m. 
Little Rock KARK-TV 126,120 25 
T. K. Barton, v.p. & g. m.; Lee 
Bryant, ¢. m. 
KATV (see Pine Bluff) 
KTHV 136, _ 
B. G. Robertson, ¢. m.; Wm. V. 
Hutt, c.m. 
Pine Bluf KATV 118,694 _— 
John H. Fugate, ¢. m.; Ben 
Holmes, nat. sls. m. 
Texarkana KCMC-TV (see Texarkana, Tex.) 
CALIFORNIA 
Bakerstield KBAK-TV 95,000 _ 
A. H. Constant, v.p. & g¢.m. 
KERO-TVY 200,000 100 
Gene DeYoung, p. & ¢. m.; Ed 
Urner, v.p. & nat. sls. m. 
Chice KHSL-TV 65,255 _ 
M. F. Woodling, st. m.; Justin F. 
Pero, c. m 
Eureka KIEM-TV 27,000 —_ 
William 8B. Smullin, p.; Donald 
H. Telford, st. m. 
Freene KJEO 169,000 200 
Joseph Drilling. v.p.; W. O. Ed- 
holm, c. m. 
KMJ-TV 169,000 200 
Perry Nelson, st. m.; Wilson Lef- 
ler, sls. m. 
Les Angeles KABC-TY 2,130,181 — 
Selig J. Seligman, ¢. m.; Elton 
Rule, gen. sls. m. 
KOOP 2,276,025 _ 
Jack Heintz, v.p. & ¢. ui.; Amor 
Baron, ¢. sls. m. 
KHJ-TV 2,312,676 1,482 
John T. Reynolds, v.p. & g¢. m 
Howard L. Wheeler, sls. m. 
KRCA 2,276,025 1,320 
Thomas C. McCray, st. m.; James 
Parks, sls. m. 
KNXT 2,207 ,2 584 
James T. Aubrey, Jr.. ¢. m.; 
Robert D. Wood, gen. sls. m. 
KTLA 2,202,127 S386 
Klaus Landsberg, g. m.: Koberi 
Mohr, sis. m. 
KTTV 2,312,676 — 
Richard A. Moore, p. & g. m.: 
John R. Vrba, v.p. che. sls 
Sacramento KBET-TV 386,033 150 
John H. Schacht, vp. & g. m 
George J. Kapel, sls. m. 
KCCC-TV 210,000 a 
Ashley L. Robison, ex. v. p.; A 
J. Richards, v. p. chee. sls. 
KCRA-TV 285,000 1,500 
Ewing C. Kelly, p. & g. m.; Frank 
M. Devaney, sis. & st. m. 
Salinas KSBW-TV 110,000 
Francis Conrad, st. m.; Graham i. 
Moore, sis. m. 
San Diego KFMB-TV 407,092 


Tijuana, Mex. 


San Francisco 


san dose 


San Luis 
Obispo 

Santa 
Barbara 


Stockton 


Tulare 


George Whitney, g. m.; Bill For, 
nat. sis. m. 

KFSD-TV 407,000 125 

William E. Goetze, ¢. m.; Jay 
Grill, sls. m. 


XETV 

Julian M. Kaufman, g.m. 

KGO-TV_ 1,171,690 a 

James H. Connolly, v.p.; David M. 
Sacks, gen. sls. m. 

KPIX 1,171, 690 710 


Philip G. Lasky, ¢. m.; Lou 
Simon, sls. m. 
KRON-TV 1,171,690 659 


Harold P. See, g. m.; Norman 
Louvau, sls. m. 
KSAN-TV 300,000 


Norwood J. Patterson, g.m.; Bob 
Kane, nat. sls. m. 


KNTV 545,479 a 

Douglas D. Kahle, g. m.; Len Cin- 
namond, sls. m. 

KVEC-TV 99,864 

Les Hacker, g¢. m.; Si Darrah, c. m. 

KEY-T 227,918 

Colin M. Selph. p.; R. Hill Car- 
ruth, rgnl. els. m. 

KOVR 1,164,660 


Terry Hamilton Lee, ex. vV.pD. a” 

g. m.; Frank G. King, ¢. sls. m. 
KVVG 150,000 _ 
E. D. Beatie, g.m. & sls. m. 





City Station Vhi Unt Color 
COLORADO 
Colorado KKTV 60,688 _- 


James D. Russell, p. & g. m.; 
Robert D. Ellis, v.p. & nat. sled. 


KRDO-TV 44,000 — 
Harry W. Hoth, Jr., p.. ¢. m. & 
sis. m 
Deaver KBTV 334,101 _ 
Joseph Herold, st. m.; John Henry 
nat. sis. m 
KLZ-TV 334,287 185 
Hugh B. Terry, p. & ¢. m.; Jack 
Tipton, ¢. als. m. 
KOA-TV 317,901 100 
William Grant, p. & ¢. m.; Wil 
liam F. MacCrystall, tv «ls. m 
KTVR 299,762 a 
Jon R. McKinley, ¢. m Brad 
Robinson, operats. m 
Grand KFXJ-TV 16.420 = 
Junction Rex G. Howell, p. & ¢. m.; J. L 
Robinson, v.p. & tv d 
Pueble KCSJ-TV 52,300 _ 
Ray J. Williams, ¢. m Walte 
Dennis, sls. d 
CONNECTICUT 
Bridgeport WICC-TV 72,340 — 
Philip Merryman, p. & £. @m.: 
Manning Slater, sis. m. 
Hartford WGTH-TV 351,531 — 
John O. Downey, ¢. m.; George H 
Morris, ¢. sls. m. 
New Britain WKNB-TV 361,362 100 
Peter B. Kenney, exec. vp. & 


g. m.: David Seott, nat. sls. m 
New Haven 
Edward C. Obrist, m.; J. Vincent 
Callanan, sis. m. 
WATR-TV 215,400 _— 
Samuel R. Elman, st. & c. m 


DELAWARE 
WwPFH 2,051,000 a 
Robert R. Nelson, st. m.: Glen 
Lau, c. m. 
DISTRICT OF COLUMBIA 


Washingvon WMAL-TV 600,000 — 
Frederick S. Houwink, ¢.m.; Neal 


Waterbury 


Wilmington 


751,000 175 
Carleton D. Smith, v.p. @ ¢. m.° 
Joseph Goodfellow, dir. of als. 


(Continued on page 114) 


New Stations 
WSAV Afhliate : 
NBC. Harben Daniel, pres. & gen. mgr. 
Harben Daniel, 41.78%; Catherine M. 
Daniel, v.p., 10.66% ; Donald K. Jones, 
v.p., -339%; Meredith E. Thompson, 
William K. Jenkins, 


will trustees of Arthur Lucas, 


-Tv (3) Savannah, Ga. 


sec.-treas., .66‘ 
19.83% : 


19.83%: Aaron Shelton, 6.66‘ 
KHAS-TV (5) Hastings, Neb. Afhli- 
ate: NBC. Fred A. Seaton, pres. Weed 


Television Corp., rep. Fred A. Seaton, 
331/3%: Richard M. 
treas., 33 1/3%; Fay N. Seaton estate, 
33 1/3%. 
KOSA-TV (7) 


Seaton, sec.- 


Odessa, Texas began 
Affiliate: CBS. Cecil L. 
Trigg, pres. & gen. mgr. Odessa Bdestg. 
Co. (Kosa), 50%; Cecil Mills, 50% 
Odessa TV Cecil L. Trigg 
(75% of KOSA); Mills, v.p.; 
Brooks L. Harman, (10% of 
Kosa): Ed Talbot, engineering dir., 
(5% of Kosa); John 

KPAR-TV (12) Sweetwater, 
Affiliate: CBS. W. D. (Dub) 
pres. The Branham Co., rep. 
ownership as KDUB-TV Lubbock). 


January 10. 


officers: 
Cecil 


treas., 


V acca, sec. 
Texas. 

Roge rs, 
(Same 


February 1956, 


Television Age 


WNHC-TV 948,702 156 
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a practical engineering 


introduction to 


COLOR 
TV | 


—, 








ground. 
tech- 


Here is practical 


ing in the complex 





niques of color television 


for engineers and technicians 


seein ‘Recut , Features 
already familiar w te mono approved, 
chrome television. The book commercially 
takes you from basic prin- important 

“ fundamentals 
ciples of color and _ color 
sensation, right through to the actual trans- 
mitters, studio equipment, and receivers repro- 


ducing a color show in the set-owner’s home. 


Just Published! 


COLOR TELEVISION 
Engineering | =... 


Manage r, 
Television 
Terminal 
Equipment 
Engineering, 
Radio 
( ‘orporation 
extensively, of America 
488 pages, 6 x 9, 
296 illustrations 
$8.00 





Celer television is ex- 
plained in simple and large- 
ly non-mathematical form. 


The block 
proach is 


diagram ap- 
usecl 
and _ step-by-step derivations 
lead you gradually from 
familiar principles of 
chrome television to the 
color television. 











mono- 
advanced techniques of 
The book reviews the basic theory 
of color, and the problems involved in transform- 
then back 
Various electronic tech- 
processing, 


ing color images into electrical signals, 


again into color images. 


niques used for multiplexing, and 
transmitting color television signals are discussed 


in an orderly sequence. 








Covers these 4 main areas 

® Basic principles of color, color perception, 
and color measurement. 

& Principles of color reproduction, covering 
the application of colorimetry to color tele- 


vision. 
® Principles of color television transmission 
systems, including multiplexing techniques, 


sequential color television systems. 

& Apparatus and circuits for color television, 
covering transmitters, receivers, and test 
equipment. 











Contains these useful appendixes 


@ Standardized CIE Television 
Colorimetric Data @ Trigonometric 

@ Data for Color Mix- Identities 
ture Curves for the @ Mathematical Proof 


FCC Primaries 


@ FCC Standards for 
Compatible Color 


of the Two-Phase 
Modulation 
Technique 


SEND ORDER TODAY TO 


Box 300 
TELEVISION AGE 
444 Madison Ave. 

New York 22, N. Y. 
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Set Cou nt (Continued from 113) 


City 


Daytona Beach 

Fort 
Lauderdale 

Fort Myers 


Jacksonville 


Miami 


Orlando 


Panama City 


Pensacola 


t. 
Petersburg 


Tallahassee 
Tampa 


West Palm 
Beach 


Atlanta 


Augusta 


Columbus 


Macon 


Rome 


Savannah 


Thomasville 


Idaho Falls 
Lewiston 


Twin Falis 


Bloomington 


Station Vhi Uhf Color 
WTOP-TV 700,100 175 
George F. Hartford, v.p. chge. tv.; 
Robert A. J. Bordley, sls. m. 
WTTG 630,000 _ 
Leslie G. Arries, Jr., g. m. & sls. m. 
FLORIDA 

WESH-TV—(2) March °56 
WiTtyv 


237,716 — 
C. Edward Little, g. m. & sls. m. 


= TV 17,235 





. J. Bauer, g. m. & - m. 
wan. TV 98, 896 
. S. Gilchrist, Jr., g. m.; Willard 
os sls. m. 
WMBR-TV 322,736 * 
Glenn Marshall, Jr.. p. & g. m. 
Charles M. Stone, v.p. 
WOBS-TV—(30) March °56 
WGBS-TV 278,869 200 
Walter Koessler, mng. d.; Dick 
Sloan, sls. m. 
wtvd 347,500 2 
Lee Ruwitch, v.p. & g.m.; John 
S. Allen, v.p. chg. sls 
WDBO-TV 159,150 40 


Harold P. Danforth, p. & g.m.; 


Agnes V. Carlson, sls. co-ordi- 
nator 
W4IDM 31 


1,000 
Harry C. Babb, st. m.; Byron Hay- 


20 
Mel Wheeler. p. & g. m.; Milt de 
Reyna, asst. m. 
WSUN-TV 205,520 — 
Charles L. Kelly, g. m.; Bernard 
L. Kobres, sls. d. 
WCTV (see Thomasville, Ga.) 
bk FLA-TV 239,168 
rege W. Harvey, ¢. m.; William 
rr Faber, sls. m 
WTVT 229,750 500 
W. Walter Tison, v.p., g.m. & sls. 
m.: Paul M. Jones, loc. sis. m. 
WIRK-TV 7,609 _ 
Joseph S. Field, Jr.. p. & g. m.; 
Sherlee Barish. c. m. 


WINO-TV 301,875 — 

Theodore A. Eiland, g. m.; W. F. 
Housner, sls. m. 

WEAT-TV 301,875 —_ 

Gordon R. Kerr, v.p. & g¢. m.; Ed 
J. Hennessy, sls. m. 

GEORGIA 

WALB-TV 45,000 _ 

James H. Gray, p.;: Tom Still- 
wagon, ¢. m. 

WAGA-TV 577,900 500 

Glenn Jackson, v.p. & mng. d.; 
John W. Collins, asst. mng. d. 
for sls. 

WLW-A 559,000 se 

Harry ee. gs. m.; Barney Ochs, 
nat. sls. m. 

WSB-TV 580,2 


John M. Outler, ~_ gs. m. : Marcus 
Bartlett, st. m. 

W4IBF 158,205 50 

Donald M. Kelly, Jr., v « & g.m.; 
George P. Moore, sls. 


WRDW-TV 154,400 Ss 
J. W. Hicks, g¢.m.; George Nor- 
man, sis. m. 
WDAK-TV 136,959 = 
E. _ a ~ ga st. m.; Joe Wind- 
m. 
WRBL-TV 187,327 _ 


Ridley Bell, ¢. m.; George Jenkins. 
sls. m. 

WMAZ-TV 108,103 

—a E. Cobb, g.m.; Red Cross, 
ec. 

WROM-TV 174,330 


._ 


Ed McKay, m.: Chas. Doss, c. m. 
WwToc-TV 150,501 
W. T. Knight, Jr.. p. & g.m.: 


Ben Williams, c. m. 
WSAV-TV ——— 
Harben Daniel. p. & £. m.: 


os 


Tom 
Belcher, ¢c. .m. 
wctv 75,000 _ 
L. Herschel Graves, g. m. 
IDAHO 
KBOIL-TV 60,050 a 
Westerman Whillock, p. & g. m.: 
Earl Glade, Jr.. st. m. & ¢c. m. 
KIDO-TV 43.700 — 
Walter E. Wagstaff. v.p. & ¢. m 
Barry Tucker, sis. m 
KID-TV 15,94 —s 
Gu ae g. m.; Claude Cain, 
sls. 
KLEW Tv 17,500 —- 
Charles R. White, g.m.; Willard 
“Pete”? Thomas, sls. m. 
KLIX-TV — — 
Frank C. McIntyre, v.p. & ¢.m. 
ILLINOIS 
WBLN-TV 


50,000 
Worth S. Rough, p., g¢.m. & sls. m. m. 


City 
Champaiga 


Chicage 


Danville 
Decatur 


Harrisburg 
Peoria 


Quiney 


Rockford 


Rock Island 


Sprinefield 


Anderson 
Bloomington 


Elkhart 


Evansville 
Fort Wayne 


Indianapolis 


Lafayette 


Muncie 


South Bend 


Terre Haute 


Waterloo 


Ames 


Cedar Rapids 


Davenport 


Des Moines 


Fort Dodge 


Mason City 


Station Vhi Uhf Color 

WCclA 335,900 se 

August C. Meyer, p.; Guy Main, 
v.p. & sis. d. 

WBBM.-TV 2,323,200 1 000 

H. Leslie Atiass, vp. & £. m. 


George Arkedis, sls. m. 


WBKB 2,093,52: — 

Sterling C. Quinlan, v.p. 

WGN-TV 2,300,000 

Frank P. Schreiber, v.p. & g¢. m. 
Theodore Weber. sls. d. 

WNBQ 2,287,000 1,500 

Jules Herbuveaux, v.p. & g. m.; 
John M. Keys, sls. d. 

WDAN-TV 50,000 ae 

Max Shaffer, st. m.; John D. Bek- 

. » 4. 

WTveP 185,000 —_ 

W. L. Shellabarger, p., g. m. & sls 
m. 

WSIL-TV 34,692 _ 

O. L. Turner, st. 

WEEK-TV 214,420 1,137 


Fred C. Mueller, g. m.; William 
J. Flynn, c. m. 


WTVH-TV 165,000 200 
Harold V. Phillips, sls. m. 
KHQA-TV 149,060 19 


Walter Rothschild, g.m.; Paul Mil- 
len, nat. sis. m. 

WGEM-TV 150,000 

Joe Bonansinga, g. m.; 


James E. 


Muse, c. m. 
WREX-TV 259,441 100 
Joe Baisch, g.m.; Al Bilardello, 
loc. sls. m. 
wTvo 116,000 — 
Harold Froelich, g.m.; Edward 
Ruppe, sis. m. 
WHBF-TV 273,150 ‘_— 
Leslie C. Johnson, v.p. & gs. m.; 
Maurice Corken, asst. g¢. m. & 
sls. d. 
wics 110,000 — 
Milton D. Friedland, g. m.; War- 
ren King, loc. sls. m. 
INDIANA 
WCBC-TV—(61) March ’56 
WTTvV 681,201 200 
Robert Lemon, g. m.; Norman 
Cissna, asst. m. & sls. d. 
wsJv 215,814 —_ 
John F. Dille, Jr., p.; Paul C. 
Brines, ¢. m. 
WFIE-TV 100,000 —_— 


Ted Nelson, g. m. & natl. sls. m.; 
Robert Dean, ¢g. sls. m. 

WEHT (see Hendersen, Ky.) 

WKJIG-TV 144,230 50 

Edward G. Thoms, v.p. & £. m.; 
Carleton B. Evans, c. m. 

WIN-T (see Waterloo) 


WFBM-TV 660,000 1,500 

William F. Kiley, ¢. m.; Don 
Menke, c. m. 

WISH-TV 660,000 400 

Robert B. McConnell, v.p. & g.m.; 


George W. Diefenderfer, d. nat. 
sls. serv. 
WFAM-TV 1,154,000 — 
O. E. Richardson, p. & sls. m.; 
Herbert Nelson, m. 


WLBC-TV 107,250 20 
W. F. Oraig, v 
WSBT-TV 181,953 100 


Neal B, Welch, g. m.; Richard W. 
Holloway, nat. sls. m. 

WNDU-TV 176,700 300 

Bernard ©. Barth, v.p. & g. m.; 
oe Thomas Hamilton, c. 
sls. 


WTHI- TV 191,760 30 

J. M. Higgins, g. m.: George A. 
Foulkes, nat. sls. m. 

WIN-T 139,625 *— 

Ben B. Baylor, Jr., vp. & €. m.; 
Robert C. Currie, Jr., prog. m. 

IOWA 
WOI-TV 315,600 _— 


Richard B. Hull, g. m.; Robert C. 
Mulhall, opertns. nm. 

KCRG-TV 288,660 *_— 

Joseph F. Hladky, Jr., v.p.: W. E. 
McClenahan, sls. m. 

WMT-TV 318,743 150 

William B. Quarton, v.p. & m& m.; 
Lewis Van Nostrand, ‘sg. sls. m. 

woc-TV 307,070 

Ernest C. Sanders, resident m.; 
Mark Wodlinger. resident sls. m. 

WHO-TV 284,500 50 

Paul A. Loyet. v.p. & res. m.; 
Harold W. Fulton, sls. m. 


KRNT-TV 203,611 — 
Robert W. Dillon, v.p. & g. m.; 


Paul M. Elliott, ¢ m. 

KQTV 36, S12 _ 
Edward Breen, p. & ¢. m.; Max 
Landes, sls. m. 
KGLO-TV 135,932 — 
Herbert R. Ohrt, ex. v.p. & g. m.: 
Walter Rothschild, nat. és. m. 
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City Siation Vii Uhf Color 





City 





Sioux City  KTIV 187,743 350 

Dietrich Dirks, p. & ¢. m.; L. L. 
McCurnin, sls. m 

KVTV 187,735 50 

Arthur J. Smith, res. m.; Donald 
D. Sullivan. adv. d 


Waterloo KWWL-TV 324,866 250 
R. J. McElroy, ¢. m.; Don E. 
Inman, sls. d. 
KANSAS 
Great Bend KCKT-TV 144,350 _ 
Les Ware, ¢. m.; Otis Cowan, 
c. m. 

Hutchinson KTVH 226,501 _— 
(Wichita) Howard 0. “* s. m.: E. W. 
Dallier, g. sls. m. 

Pittsburg KOAM-TV 141,456 _ 
R. E. Wade, s. & els. m. 
Topeka WIBW-TV 133,005 il 
Ben Ludy. g. m.; Hilton Hodges. 
sls. m. 
Wichita KAKE-TVY 227,599 
Martin Umansky, g. m. Donivan 
D. Waldron, nat as m. 
KARD-TV 265,430 ‘_— 
William J. Moyer, v.p. & g.m 
Dale McCoy, v.p. & sls. m 
KED 0, oa 
Stanley Durwood, p. & g. m. & 
sls. m.; Nevin McCord, res. m. 
KENTUCKY 
Henderson WEHT 92,859 


Cecil M. Sanebury, g.m.; Charles 
C. Palmisano. sis. m. 

WLEX-T¥  —— 

Earl L. Boyles, ex. vp. & £. m.: 
Jim Pennock, sis. m. 

WAVE-TV 506,966 

Nathan Lord, v.p. & g. m. : Ralob 
Jackson, c. m. 

WHAS-TV ——j 

Victor A. Sholis. d.; 
Gillen, sls. d. 


LOUISIANA 
KALB-TYV 110,500 
Willard L. Cobb, ¢. m. Marvin 
Reuben, sls. m. 
Baton Rouge WAFB-TV 82,000 — 
Tom E. Gibbens, v.p. & ¢. m.: 
Ron Litteral, sls. m. 
WBRZ 171,350 — 
J. Roy Dabadie, g. m.; Guy Corley, 
loc. sls. m. 


Lexington 


Louisville 
Albert J 


Alexandria 


Lafayette 


Lake Charles KPLC-TV 66,781 

David Wilson. g. m.; Pelham Mills. 
Jr.. c. & opertns. m. 

KTAG-TV — 

William F. > es 
Harper Clarke. asst. m. & sls. m. 

KNOE-TV 273,000 50 

Paul H. Goldman, v.p. & ¢. m. 
~— Ansell, Jr., tv sls. & prom. 


Monroe 


New Orleans WDSU-TV 377,925 400 
Robert D. Swezey, ex. vp. & 
g. m.: A. Louis Read, v.p. & 
ec. m. 
W4IMR-TV 131,711 121 
George A. Mayoral, exec. v.p. & 
g.m.; Paul Beville, sls. m. 
Shreveport KSLA 166,000 235 
Winston B. J.inam, st. m.; Deane 
R. Flett, sls. m. 


KTBS-TV 183,818 200 
Patrick J. White, tv st. m.: Marie 
Gifford, c. m. 
MAINE 
Bangor WABLTV 98.650 


Leon P. German, Jr., g. m.; Mil- 
ton Chapman, loc. sls. m. 
W-TWO —_ _ 
Murray Carpenter. p. & treas.; 
Rudolph Marcoux, bus. m. 
Poland Spring WMTW 272,923 _ 
John H. Norton, Jr.. v.p. & g. m.; 
Paul Tiemer, sls. m. 


Portland WCSH-TV 181,025 100 
William H. Rines, mng. d.; Jack 
S. Atwood. st. m. 
WGAN-TV 185.000 100 
Creighton E. Gatchell, vp. & 
gs. m.: Richard E. Bates, els. m. 
MARYLAND 
Baltimore WAAM 612, 198 
Ken Carter, g. m.; Armand Grant, 
asst. €. m. & als. d 
WBAL-TV 665,000 650 
Leslie H. Peard, Jr., st. m.; Willis 
K. Freiert, sls. m. 
WMAR-TV 618,063 116 
E. K. Jett, v.p. & d.; Ernest A. 
Lang. c. m. 
Salisbury WBOC-TV 54,310 _ 


John W. Downing, p.: Charles J. 
Truitt, v.p., ¢. m. & nat. sls. m. 
MASSACHUSETTS 
Adams wMGaT 175,886 _ 
(Pittsfield) William P. Geary, ¢. m.; Allan 
onney, sis. m. 


Boston 


Cambridge 
(Boston 
Springfield 


Ann Arbor 
Ray City 
Cadillae 


Detroit 


Flint 
Grand Rapids 


Kalamazoo 


Lansing 


Marquette 
Saginaw 


Traverse City 


Austin 


Duluth 
(Superior, 
Wisc.) 


Minneapolis- 
St. Paul 


Rochester 


Columbus 
Hattiesburg 
Jackson 


Meridian 


Tupelo 


Cape 
Girardeau 


Columbia 


Hannibal 
Jefferson City 


Joplin 


Station Vhi Uhtf Color 


WBZ-TV 1,392,021 61 

F. A. Tooke, g.m.; C. H. Masse, 
sis. m. 

WNAC-TYV 1,376,359 — 

Norman Knight, ex. v.p. & g. m.: 
Thomas H. Bateson, sls. serv. 


WTAO-TY 163,000 —_ 
Ww allace Dunlap, g-m. 
WHYN-TV 198,000 *— 


Charles N. DeRose, g. m.; Patrick 
J. ones, ec. m, 

wwL 198,000 82 

Williem L. Putnam, g. m.; James 
H. Ferguson, Jr., sis. m. 


MICHIGAN 
WPAG-TV 28,000 _ 
Edward F. Baughn, ¢. m.; Ken- 
neth MacDonald, sls. m. 
WNEM-TV 312,555 15 
O. W. Myers, v.p. & g. m.; John J. 
Keenan, sls. m. 
wwry 319,241 — 
David F. Milligan, ¢. m.; Gene 
Ellerman, sis. m. 

CKLW-TV 1,547,000 - 
J. E. Campeau, p. & g.m.; Norman 
Hawkins, nat. sis. m. 

W4JBK-TYV 1,590,400 

Bill Michaels, mng. d.; 
McMurray, nat. sis. m. 

WW4-TV 1,610,000 600 

Edwin K. Wheeler, g. m.; Don 
DeGroot, asst. g. m. 

WXYZTV 1,568,000 

James G. Riddell, p. & g. m. : John 
F. Pival, v.p. chge. tv. 

WJIRT—(12) March 56 

WOOD-TV 577,366 150 

Willard Schroeder, g. m.; Arthur 
M. Swift, gen. els. m. 


700 
Maurice 


WKZO-TY 597,230 200 

Carl E. Lee, v.p. & mong. d.: 
Donald W. DeSmit, sls. m. 

WdIM-TV 438,100 1,000 

Harold F. Gross, p. & ¢. m.; How- 
ard Finch, v.p. 

WTOM-TV 


66,300 

L. G. Christian, g. m.; Leonard P. 
Frankel, els. m. 

WDMJ-TV (6) March '56 

WKNX-TV 152,800 20 

Howard H. Wolfe, st. m.; Robert 
M. Chandler, c. m. 

WPBN-TV 19,816 

John Anderson, st. m.; R. E. Det- 
wiler, c. m. 


MINNESOTA 


KMMT-TV 54,51 5 
Gene Loffler, m.; Don E. Inman. 


sls. d. 
KDAL-TV 115,000 _ 
Dalton Le Masurier, g. m.; Odin 
S. Ramsland, c. m. 
120,000 
Rodney A. Quick, v.p. & ¢. m. 
Thomas Gavin, sls. m. 
KSTY-TV 615,000 200 
Stanley E. Hubbard, p. & g. m. 
Marvin Rosene, gen. sls. m. 
wecco-Tvy ———+ 400 
F. Van Konynenburg, exec. v.p. & 
g.m.; Robert N. Ekstrum, sls. m 
WTCN-TV 600,000 _ 
Miller C. Robertson, v. p. & g. m.: 
David Cole, tv sls. m. 
KEYD-TV 630,000 _ 
Robert M. Purcell, mng. d.; Le« 
L. Whiting, v.p. & c. m. 


KROC-TV 117,000 55 

Williard Lampman, st. m.: Gerald 
A. Regnier, prom. pub. rel. d. 
MISSISSIPPI 

WCBI-TV —(4) April ’56 

WDAM-TV—(9) March 1, °56 

WLBT 155,000 55 

Fred Beard. m.; Frank Gentry. 
ec. m. 

wdaTy 149,000 


Owens F. Alexander, st. 

Bill Carlier, sls. m 

WTOK-TYV 60,000 _ 

Robert F. Wright, p. & g. m.: 
William B. Crooks, v.p. & c. m. 

WTtwyv _ 

Frank K. Spain, p. 


MISSOURI 
KFVs-TV 154,000 = 
Robert O. Hirsch, m. of tv.; Jack 
ey, els. m. 
KOMU-TYV 99,070 


Dr. Edward a. st. m.; John 
O. Conwell, 

KHQA-TV (ese Quiney, Ti.) 

KRCG-TV 131,238 

Robert Blosser, 
well, sls. m. 

KSWM-TV 112,750 i2 

Austin A. Harrison, p.; D. T. 
Knight, loc. sis. m. 





- m.; Ron Max- ix- 


City Station Vhi Unt Color 
Kansas City KCMO-TY 510,516 209 
E. K. Bartenbower. ¢. m.; 8. B 
Tremble, tv sls. m 
KMBC-TV 404,323 110 
John T. Schilling, v.p. & ¢. m 
George J. Higgins, v.p. & sis. m 
WDAF-TV 494,323 124 
Wm. A. Bates, st. m.; E. Manne 
Russo, sls. m. 
Kirksville KTVO 168,392 — 
Berg Allison, st. m.; Charles Fel 
lers, sls. m 
St. Joseph KFEQ-TY 149,357 — 
Glenn G. Griswold g m A 
Wayne Beavers, c. m 
St. Louls KSD-TV 857,044 65 
George M. Burbach, ¢. m.: Guy 
E. Yeldell, sis. m. 
KTVI £10,972 _— 
Paul E. PeMason. p. & ¢. m 
KWK-TV 725,000 500 
Robert T. Convey, p. & &. m.; 
Vv. E. Carmichael, v.p. & sis. é 
Sedalia KDRO-TV 000 
H. W. Brandes, ¢. m.: pn 
Glenn, els. m 
Springfleld KTTS-TYV 7.778 iz 
G. Pearson Ward. vy.p. & ¢. m 
KYTY 102,710 —_— 
R. L. Stufflebam, co-mgr. & c 
m.: Carl Fox, co-mgr 
MONTANA 
Billings KOOK- TY 25.000 — 
Vv. V. “Bud Clark, ¢. m.: John 
H. Conner, c. m. 
Hutte KXLF-TV —_— 
E. B. Craney. p.: Jim Manning, 
s. m. 
Great Falls KFBB-T\V 25.900 — 
J. P. Wilkins, g. m.; W. C. Blanch- 
ette, st. m 
Missoula KGVO-TYV 23,800 —_— 
A. J. Mosby rp & m Hugh 
Bader, loc. sls. m 
NEBRASKA 
Hastings KHAS-TV ——_ — 
Duane L. Watts, ¢. m. & sis. m 
Hayes Center KHPL-TV — ae 
F. Wayne Brewster, p. (Satellite 


‘ef KHOL-TV. Hoidrege) 
(Continued on page 116) 


-way 
eye-traffic 


Starting with the May issues of 
Standard Rate’s Spot Radio and 
Spot TV books and every month 
thereafter, you'll get 3-way eye- 
traffic for your Service-Ads-— 
because 1 the map of your 
market, and (2) statistics on your 
market, will be right where they 
belong —in SRDS — with (3) regu- 
ar listing of rates and data 


This gives you a great new 
opportunity to take advantage 
of the tripled eye-traffic with 
your Service-Ads in appropriate 
positions near your market data 
and near your listing 


SROS 
Standard Rate & Data Service, Inc. 
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Las Vegas 


Mt. Washing- 
ton 


Newark 
(New York) 


Albuquerque 





Set Count (Continued from 115) 





Station Vhi Unt Color 

KHOL-TV 89,631 Se 

Jack Gilbert, a. m.; Al McPhil- 
lamy, els. 

KOLN-TV 136,527 

A. James Ebel, g.m.; Thomas ig 
Young, sls. m. 

kMTV 317,494 150 

Owen Saddler, ex. v.p. & g. m.;: 
Arden Swisher, g. sls. m. 

WOW-TV 337,516 150 


Frank P. Fogarty, v.p. & g. m.; 
Fred Bhener, sls. | els. m 

KSTF = 

William C. Grove, Ss. m.; C. P. 

Cahill, c. m. (Satellite of KFBC- 

TV Cheyenne, Wyo.) 


NEVADA 
KLRJ-TV 34,500 


es 
Bob Gardner, g. m.; Pat Burke. 


Marian ¥Y. Komar, g. m. & nat. 
sls m.: Alex Gold, loc. sls. m. 
a TV. —(13) Spring °56 
21 610 


nore ~~ g. m.; William Stibes. 
sls. 


NEW HAMPSHIRE 

WMUR-TV 1,089,971 — 

Norman A. Gittleson, ex. v.p. & 
§.m.; Gordon E. Moore, nat. sls. 
m. 


WMTW (See Poland Spring, Me.) 


NEW JERSEY 
WATV 4,730,000 
Irving R. Rosenhaus, p. & ¢. m.: 

William Crawford, sls. d. 


NEW MEXICO 


KGGM-TV 67,727 _ 

A. R. Hebenstreit, p. & «. m 
George Morgan. c. m. 

KOAT-TV 66,620 —_ 

Walter J. Stiles, exec. v.p. & ¢. m 


KGVO-TV 


MISSOULA, MONTANA 


ADDS to its 


“captive coverage” 


HELENA‘ | 


Montana’s Capital City, with 


NO Increase in regular LOW 
KGVO-TV rates 


*via Community Cable 


MAGNIFY YOUR SALES 


IN THIS 
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stasce $160,000,000.00 


City 


Station 


vhf Unf _ Color 








Carisbad 
Roswell 


y 
Binghamton 


Bloomingdale 
(Lake Placid- 
Plattsburgh) 


Buffalo 


(Water- 
town) 


Kingston 


New York 


Rochester 


Schenectady 
(Albany- 
) 
Syracuse 


a 


tica 


Asheville 


Charlotte 


Durham 


Fayetteville 


Greensboro 


Greenville 


Raleigh 


Washington 


Wilmington 


Winston- 
Salem 


KOB-TV 67, 727 

Wayne Coy, p. & gs. m. Rolf 8. 
Nielsen, tv sis. m. 

KAVE-TV—(6) June ’S 

KSWS-TV 32,044 

John A. Barnett, o. & g. m.; Paul 
B. McEvoy, sls. m. 


NEW YORK 


WROW-TV 175,000 500 

Thomas S. Murphy, gs. m.; Harry 
L. Goldman, st. m. 

WNBF-TV 401,770 20 

George R. Dunham, g. m.; Andrew 
G. Hubbell, g. sls. m. 
WIRI .630* 

Carl F. Stohn, Sr., p. & S. Mm.; 
Al La France, c. m. * Plus 
350,000 Canadian coverage. 

WBEN-TV 495,390 

George R. Torge, st. m.; Nicholas 
J. Malter, sls. m. 

WBUF-TV 202,400 


Sherwin Grossman, p.; Gary L. 
Cohen, exec. Vv. p. 

WGR-TV 506,461* 216 

J. Joseph Bernard, v.p. & g.m.; 
G. Paschal! Swift, sls. m. *Plus 
502,944 in Canada. 

WCNY-TV 77,150* 

Louis Saiff, Jr.. g. m.; Alfred M. 
Tauroney, nat. _ m.. *Plus 
55,100 in Canada. 

WKNY-TV 40 — 

Robert M. Peebles, v.p. & ¢. m 


Robert L. Sabin, 
WABC-TV 4,730,000 


Robert L. Stone, g. m.: Joseph 
Stamler, sls. m. 

WwABD 1.362300 3,000 

George L. BarenBregge. st. m. & 
sls. m. 

WATYV (see Newark) 

WCBS-TV 4,730,000 3,000 

Sam Cook Digges, ¢. m.: Frank 


Shakespeare, sls. m. 
WOR-TV 4, 730,000 
Gordon ane. gs. m.; Charles Phil- 


ips. sls. 
WwPix 4, ,730,000 —_ 
Fred M. Thrower, g. m.; John A. 
Paterson, sls. m. 
WRCA-TY 4,730,000 3,000 
Hamilton Shea, g. m.; Jay J 
Heitin, sls. m. 
WHAM-TV 320,000 * 50 
William Fay, p. & g. m.; John W. 
Kennedy, Jr.. v.p. & g. sis. m 
* Plus 75,000 Canadian coverage. 


WHEC-TV 327,000* 200 
C. Glover DeLaney, v.p. & g. m.: 
LeMoine C. Wheeler, g. sls. m. 


* Includes 31,500 Canadian 
coverage. 
WVET-TV 327,000* 200 


Ervin F. Lyke, p. & g. m.; 
Arthur Murrellwright, g. sls. m. 
* Includes 31,500 Canadian cov- 
erage. 

WRGB 172,600 — 

Raymond W. Welpott, st. m.: Rob- 
ert F. Reid, sls. m. 

WHEN-TV 374,100 659 

Paul Adanti, vp. & «. @™.: 
Frederick Menzies, c. m. 

WSYR-TV 372,160 300 

E. R. Vadeboncoeur, p. & g. m.;: 
W. R. Alford, nat. sls. d. 

WKTV 202,000 215 

Michael C. Fusco, g. m. & sls. m. 


NORTH CAROLINA 


WISE-TV 42,000 

Harold H. Thoms, p. & st. m. 
Joseph J. Master, c. m. 

WLOS-TV 372,180 

J. E. Edmonds, g. m.; Bradley i. 
Roberts, c. m. 

WBTV 527,160 166 

Charles H. Crutchfield, ex. v.p. & 
g. m.; Wallace J. Jorgensen, gen. 
sls. m. 


WwTvD 285,540 21 
Harmon L. Duncan, p. & ¢g. m.: 
Mike Thompson, sls. m. 
WFLB-TV ae — 
exec. v. 
W. B. Belche. c. m. 
WFMY-TV 375,249 
Gaines Kelley, g. m.; 
Lake, c. m. 
WNCT 142,820 50 
A. Hartwell Ay gs. m.; John 
G. Clark, Jr., 
WNAO-TV 
John H. Bone, 


pnp. & m 


68 
Joseph E. 


140,250 
gs. m.; Earl Welde, 


ec. m. 

WITN 143,720 300 

W. R. Roberson, Jr., p. & g. m. 
T. H. Patterson, c. m. 

WMFD-TV 72,500 — 

R. A. Dunlea, Jr.. m.: Claud 


O’Shields, sls. m. 

WSJIS-TV 697,471 

Harold Essex, ex. v.p. & <. m.: 
Harry B. Shaw, sls. m. 


City 


Fargo 
Grand Forks 
Minet 


Valley City 


Akron 


Ashtabula 


Cineinnati 


Cleveland 


Columbus 


Dayton 


Lima 


Steubenville 


Toledo 


Youngstown . 


Zanesville 


Muskogee 


Oklahoma 
City 


Eugene 


| Klamath Falls 


WTOB-TV 


Vhi 


Station Unf Color 


118,048 
John G. Johnson, g. m. 


NORTH DAKOTA 
KBMB-TV 28,006 — 


John W. Boler, p. & g.m.; Fred 
Drewry, c.m. 

KFYR-TV 23,750 _ 

William Ekberg, g. m; A. L. An- 


derson, sls. m. 
WDAY-TV 380,000 
Jack Dunn, st. m.; Tom Barnes. 


sls. m. 

KNOX-TV 

Carroll E. Day, p. & acting g. m.- 
Robert Lukkoson, sls. m. 

KCJB-TV 000 

Jobn W. Boler, p. & ¢.m.; Chester 
Rietan, c.m. 

KXJB-TV 95,000 400 

John W. Boler, p. & ¢. m.; Wm. L 


Hurley, v.p. nat. sls. 
OHIO 
WAKR-TV 174,066 — 
S. Bernard Berk, p.; Roger G 
Berk, v.p. & ¢.m. 
WICA-TV il _ 
John A. Colin, g. m.; Donald 
Fassett, bus. m. 
WCPO-TV 767,729 — 
M. C. Watters, vp. & g. m. 


Patrick H. Crafton, nat. sls. m. 
WKKC-TV 767,728 . — 
David G. Taft, ex. v.p. & & 

Robert T. Schlinkert, g. ‘a. m 
WLW-T 525,000 
R. E. Dunville, p.; 

Ware, st. m. 


92 
Robert Boul 


WEWS 1,217,000 _ 

James C. Hanrahan, ¢. m.; John 
H. Foley. loc. sls. m. 

WNBEK 1,217,000 105 


Lloyd E. Yoder, g. m.: Curtis D 
Peck, operats. d. 
WXEL 1,159,640 *_— 
Ben Wickham, mng. d.; R. C 
Wright, c. m. 
WBNS-TV 482,203 
Richard A. Borel, tv d.; 
D. Thomas, sls. m. 
350,800 900 
James Leonard, v.p. & g. m.: 
Charles Dodsworth, sls. d. 
WTVN-TV 381,451 
Joseph W. McGough, gs. m. Rob- 
ert C. Wiegand, asst. g. m. 
WHIO-TV 511,310 
Robert H. Moody, ¢. m.; 
E. Wolaver, ¢. m. 
WLW-D 331,000 — 
H. Peter. Lasker, v.p. & g. m. 
George Gray, c. m. 


Robert 


Walter 


WIMA-TV 82,638 = 
Robert W. Mack, v.p. & g. m 
C. B. Heller,.loc. sls. m. 


WSTV-TV 1,181,839 
John J. Laux, exec. v.p. & g. m. 


Joseph M. Troesch, asst. ¢. m. 
WSPD-TV 358,740 90 
Allen L. Haid, v.p. & g.m.; Bill 

Ashworth, nat. sls. m. 
WFM4J-TV 180,304 150 
William F. Maag, Jr., p.; Mitchell 

Stanley, st. m. & sls. m. 
WKBN-TV 180,848 225 


W. P. Williamson, Jr., p. & g. m. 
J. L. Bowden, st. d. 
WHIZ-TV 50,000 
—_ Land, mng. d.: Nate Milder. 
d. 


OKLAHOMA 
KTEN 88,780 
Bill Hoover, v.p. & ¢. m.; Brown 

Morris, sec. treas. & st. m. 


KGEO-TV 5 —_ 

George Streets, sec. & m. 

KSWO-TV 70,000 — 

Ross B. Baker, st. m.; Al Shore, 
sls. m. 

ag Me 283,950 


. A. Blust, Jr., v.p. & g. m. Ben 
_ nat. sls. m. 


KWTV 378,110 100 

Edgar T. Bell, v.p. & g. m.; Jack 
Delier, nat. sls. m. 

WKY-TV 375,721 118 


P. A. Suggs. ex. vp. & st. m.: 
John Haberlan, nat. sls. m. 

KOTV 311,112 60 

C. Wrede Petersmeyer, p. & g. m. 
Jim Richdale, c. m. 


KVOO-TV 311,312 150 
Cc. B. Akers, g. m.; John Devine, 
ce. m. 
OREGON 
KVAL-TV 61,430 as 
S. W. McCready, g. m.; Glenn 


Nickell, sls. m. 
KFJI-TV—(2) Spring 56 














— — -—— 





Station Vhi Unf Color 





Roseburg 


Altoona 
Bethlehem 


Easton 
Erie 


Rarrisburz 


Johnstown 


Lancaster 


Vhiladelphia 


Pittsburgh 





KBES-TV 33,500 _— 
Everett A. Faber, v.p.; Edward P. 
Barnett, sis. m. 

KOIN-TV 340,000 200 
C. Howard Lane, v.p. & mung. d.: 
John L. Palmer, nat. sis. m. 

F 356,142 300 
Frank J. Riordan, mng. d.; Donald 
Tykeson, sls. m. 
KLOR 330,000 _ 
S. John Schile, g. m.: Jack Wauae- 
san, loc. sis. m. 
KPIC—(4) Spring °56 


PENNSYLVANIA 
WFBG-TV 537,152 — 
Jack Snyder. mng. d.: George 
Burgeon, oper. m. 
WLEV-TYV 71,150 a 
Elwood C. Anderson, st. m.; Georg: 
H. Ettele, c. m. 


WGLV 93,860 —_ 
Nelson S. Rounsley, bus. m. 
WICU 223,500 300 


Ben McLaughlin, g. m.; Karl R 
Nelson, c. m. 

WSEE 93,480 ae 

Frank B. Palmer, g¢. m.; Don 
Boyce, c. m. 

WCMB-TV —" oo 

Ed K. Smith, g. m. 

WHP-TV 241,449 a 

A. K. Redmond, g. & c. m. 

WTPA 193,002 — 

David J. Bennett, g. m.; Allen P. 
Solada, sls. m. 

WARD-TV 60,000 — 

Richare J. Butterfield, g. m. & sls. 


m. 

WJAC-TV 937,911 408 

Alvin D. Schrott, g. m.: John H. 
Hepburn, sls. m. 

WGAL-TV 912,950 30 

Harold E. Miller, st. m.: Leroy K. 
Strine, c. m. 

WCAU-TV 2,094,852 

Donald W. Thornbureh, p. & ¢. m.;: 
Robert M. McGredy, tv sls. m. 

WFIL-TV 2,105,636 1,000 


Roger W. Clipp., ¢. m.; Kenneth 
W. Stowman, gen. sls. m. 

WPTZ 2,088,318 500 

KDKA-TV 1,209,000 100 


Harold C. Lund, v.p. & g. m.; 
Lloyd G. Chapman, s’s. m. 


Keep watcijing this e for 
is more reve lig facts! 


Single cathode-ray tube with 
» a well-known video circuits per- 
mits easy simple maintenance 
using standard components. 


LOL no tenctay warm-up 


1oO ELIMINATE WIND-TUNNELS 


> 
— 
"a 
S 
Ss 
a 
3 
= 
i 


NO BURN-IN 

NO SPECIAL MAKE-UP 
PERFECT CAMERA-MATCH 
COMPACT CAMERA 

NO REGISTRATION PROBLEMS 
CUTS MANPOWER IN HALF 
NO HOT LIGHTS 

TUBE COST approx. 2c per hour 


COLOR AT MONOCHROME COST 


TELEVISION TRANSMITTER DEPARTMENT . 


City 


Reading 


Serunton 


Wilkes-Barre 


Williamsport 
Vork 


Providence 


Anderson 


Charleston 


Columbia 


Florence 


Station Vhi Uht Color 
WENS 395,000 = 
. Israel, v.p. & 6. m.: 
Vera Oldenburg, sis. serv. mi. 
WIIC—(11) April '56 
WHUM-TV 253,463 — 
Humboldt J. Greig, p.; Jerome 
Sill. exec. v.p. 
WARM-TV 250,000 _ 
William Dawson, v.p. & &g. m. 
Sam Feigenbaum, loc. sls. m. 
WGBI-TV 266,000 _ 
Robert E. McDowell, st. m.:George 
D. Coleman, g. m. & sis. m. 
WBRE-TV 283,100 125 
David M. Baltimore, v.p. & ¢. m.: 
Ernest Lewis, sls. m. 
WILK-TV 280,009 a 
Roy E. Morgan, ex. v.p.: Thoma- 
P. Shelburne. m. d. 
WRAK-TV—(36) March °56 
WNOW-TV 106,000 
Richard E. Burg, st. m.; 
M. Stough, sls. m. 
WSBA-TV 106,700 — 
Louis J. Appell, Jr., p. 


Robert 


RHODE ISLAND 
W4AR-TV 1,404,002 350 
Peter B. James, st. m.: Ed Bor- 
hosian, sls. m. 
WPRO-TV 1,404,002 — 
William S. Cherry. Jr.. p. 


SOUTH CAROLINA 

WAIM-TV 127,550 _ 

Glenn P. Warnock. g. m.: Fisher 
Darden, c. m. 

WCSC-TV 226,931 —_ 

Roland Weeks. m. & nat. sis. m 
Ralph E. Thorniey, rgnl. sl- 

WUSN-TV 212,637 _ 


J. Drayton Hastie. p. & £. m 
Grange Cuthbert, c. m. 
WCOS-TV 110,000 _— 


Chas. W. Pittman, p. & g. m.: 
Wayne Poucher, sls. m. 


WIS-TV 187,098 _— 

Charies A. Batson, mng. d.: Law 
Epps, sis. m. 

WNOK.-TV 108,000 — 


H. Moody McElveen, Jr. g. m. & 


ce. m. 
WBTW 154,110 _ 
J. William Quinn, mnez. d.: Wallace 


ALLEN B. 


City 


Greenville 


Florence 


Kapid City 


Sioux Fall« 


Chattanooga 


dacknon 


Johnson City 


Knoxville 


Memphis 


Nash ile 


Station Vii Uni Color 


J. Jorgenson, g. sis. m 


WFBC-TV 387,014 20 
B. T. Whitmire, m.; R. Q. Glass, 
Jr.. c. m 

wGvVL 130,000 


Ben K. McKinnon, vD. s. =. & 
sls. m. 


SOUTH DAKOTA 

KDLO-TV 176,318 _— 

Joseph L. Floyd, p.: E. A. Nord 
ge. m. & sis. m. (Satellite of 
KELO-TV Sioux Falls.) 

KOTA-TV 13,224 —_— 

Leo D. Bgrin, x. m.: Jack A. Crow 
ley. sis. m 

KELO-TV 179,487 

Joseph L. Floyd. p.: E. A. Nord 
gs. m. & sls. m 


TENNESSEE 
WDEF-TV 162,134 75 
Harold E. Anderson. ¢. m.: Otis H 
Segler, sis. m 
WDXI-TV 101,385 2 


Aaron B. Robinson, p. & «. m. 
Jack Murphy. sis. m. 

W4HL-TV 185,316 a 

W. H. Lancaster, Jr.. v.p.. <. m 
& sis. m. 

WATE-TV 228,900 oa 

W. H. Linebaugh, ¢. m.; John T 
McCloud, ¢. m. 





WTVK 171.000 ba) 

John A. Engelbrecht. p.. ¢. m 
& sis. m. 

WHBQ-TV 401,127 — 

John Cleghorn, v.p. & g. m.: L.. O 
Dobson, sls. d. 

wMCT 101,127 180 

H. W. Slavick. g. m.: Earl More 
land, tv 4d. & c. m 

WREC-TV 

Hoyt B. Wooten, g.m Charle- 


Brakefield, c.m. 
WSIX-TV 276,470 _— 
R. D. Stanford, Jr.. p. & ¢. m. 
E. S. Tanner, v.p 
WSM-TV 276,750 165 
John H. DeWitt. p.: Irving Waugh 
c.m. & asst. to p. 
WLAC-TV 319,667 — 


or TV system 


SIMPLIFIED 


DU MONT LABORATORIES, INC., CLIFTON, N. 





4s. 











Set Cou NE (Continued from 117) 


City 


Abilene 


Amarillo 


Austin 


Beaumont 


Big Spring 


Corpus 
Christi 


Dallas 
(Ft. Worth) 


El Paso 


Fort Worth 
(Dallas) 
Galveston 


Harlingen 


Laredo 


Lubbock 


Lufkin 


Midland 


Odessa 


San Angelo 


San Antonio 


Station vhet Unt Color 


Robert M. Reuschle, nat. sls. m 


TEXAS 
KRBC-TV 59,510 = 
Dale Ackers, p. & ¢. m.; Forest 
Lane, nat. sls. m. 
KFDA-TYV 81,300 a 


Ed Moore, ¢. m.: Dan Hay-lett. 
opertns, m. & . sls. m. 

KGNC-TV 5 

Bob Watson, st. m. & pgm. d.; 
Kin Raley, tv sls. m 





KTBC-TV 145,624 14 

J. C. Kellam, g. m.; O. P. (Bob) 
Bobbitt, els. m. 

KBMT 53,000 —_— 


Randolph C. Reed, p. & ¢. m. 
KFDM-TV 107,000 2: 
Mott M. Johnson, opr. & c. m.; 
Louis Durst, sls. m. 


KBST-TV 48,453 _ 
William J. Wallace, p. & <£. m. 
John MeMinn, sls. m. 
KVDO-TV 53,210 os 
L. W. “Bud” Smith, sg. m.; Bob 


Williams, c. m. 
KRIS-TV—(6) Spring °56 
KRLD-TV 554,392 250 
Roy M. Flynn, st. m.; Gene Cuny. 





ce. m. 

WFAA-TV 552,740 150 

Ralph Nimmons, st. m.: Mike 
Shapiro, c. m. 

KFJZ-TV 520,000 os 

Charles B. Jordan, vip. & x. m.: 
John Hopkins, asst. ¢. m. & 


c. m 
KROD.TYV 83,617 46 
Val Lawrence, v.p. & z. m.: Dick 
Watts, gen. sls. m. 

KTSM-TV 80,603 8 
Karl O. Wyler, p. & =. m.: Roy 
T. Chapman. v.p. & sls. m. 

KOKE—(13) March 1, °56 


WBAP-TV 559,000 600 
George Cranston, st. m.: Roy 
Bacus. c. m 

KGUL-TV 159,250 


Paul E. Taft, p. & ¢. m.: Robert 
S. Wilson, g. sls. m. 
KGBT-TV 8.704 
Troy McDaniel, ¢g. m.: 
Roberts, c. m. 
KGUL-TV (see Galveston) 
KPRC-TV 415,000 100 
Jack Harris, v.p. & gf. m.: Jack 
McGrew, asst. m. & c. m. 
KTRK-TV 459,250 360 
Willard E. Walbridge. exec. v.p. & 
gz. m.: Bill Bennett, c. m. 
KHAD-TV ——— —- 
Shaun F. Murphy, m. 
KLTV (see Tyler) 
KCBD-TV 101,782 100 
Joseph H. Bryunt, p. & g£. m.: 
George L. Tarter. «. m. 
KDUB-TV 113,545 25 
W. D. (Dub) Rovers. p.: FE. A. 
(Buzz) Hasset, nat. sls. m. 
KTRE-TV 50,150 ae 
Richman Lewin, v.p. & z. m.: 
Murphy Martin. sls. m. 


Ingham 3 


KMID-TV 51.000 — 

Ray Herndon, g.m.; Lambert Cain. 
c. m. 

KOSA-TV _—— 

Cecil L. Trigg. p. & g. m Ed 
Costello, sls. m. 

KTXL-TV 13,545 a 

J. H. Hubbard, ¢g. .m. & sls. m 

KENS-TV 292,067 85 


Albert D. Johnson, ¢. m.: 
Kearl. ¢. m. 

WOALTV 292,057 67 

James M. Gaines, v.p. & ¢. m.: 
Ed V. Cheviot, ¢. m. 

KCOR-TV 6 2,00: 3 — 

Nathan Safir, ¢. m.: Ben T>m- 
borello, tv sls. m. 


Wayne 








Sweetwater KPAR-TV 
Dan C. Guthrie, st. m.: E. H. Has- 
sett, nat. sls. m. 
Temple KCEN-TV = 138,626 a 
Harry Abbott. st. m.: Rurton 
Bishop. ¢. m. 
* Quiet * Roll ’em 


— and 





— Equipment for the movie — 


THE CAMERA e MART, Inc. 
1845 B’way N.Y. 23. N.Y. Circle 6-0930 


ACTION! 


Television Producer —— 
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City 
Texarkana fi 
(Tex.-Ark.) 


Tyler 
Waco 


Weslaco 


Wichita Falls 


Salt Lake 
City 


Burlington 


Hampton 
Harrisonburg 


Lynchburg 


Norfolk 


Petersburg 


Portsmouth 


Richmond 


Roanoke 


Bellingham 


Seattle 
(Tacoma) 


Spokane 


Tacoma 
(Seattle) 

Yakima 
(Pasco) 


Bluefield 


Charleston 


Station Vhi Uhf Color 


KCMC-TYV 161,680 50 
Walter M. Windsor, g.m.; Richard 
M. Peters, nat. sls. & prom. d. 
KLTV 102,957 _ 
Marshall H. Pengra, g. m. 
KCEN-TV (see Temple) 
KWTX-TV 113,905 _— 
M. N. Bostick, v.p. & g. m.; John 
M. Brinegar, ¢c. m. 
KKGV-TV 74,683* — 
Byron W. Ogle. exec. d. & g. m.; 
Kenneth E. Markel, nat. & rgnl. 
ce. m. *Plus 8.000 in Mexico. 
KFDX-TV 104,930 100 
Howard H. Fry, exec. v.p., g. m. & 
sls. m. 
KWFT-TV 103,250 
A. L. Pierce, st. m.; 
well sls. m. 


Blaine Corn- 


UTAM 
KSL-TV 196,500 175 
D. Lennox Murdoch, v.p. & g. m.: 
Edward B. (Ted) Kimball, sls. 


m. 

KTVT 196,500 175 
G. Bennett Larson, p. & g. m.; 

Harold Woolley. tv sls. m. 
KUTV 192,750 _ 
Brent Kirk, st. m. & c.m. 
VERMONT 
WCAX-TV 140,000 — 


Stuart T. Martin, ¢. m.; John A. 
Dobson, sls. m. 


VIRGINIA 

WVEC-TV (see Norfolk) 
WSVA-TV 125,984 —_ 
Frederick L. Allman, p. & &. m.; 

Howard C. Evans, sls. m. 
WLVA-TV 231,090 —_— 
Philip P. Allen, v.p. & g. m.; 

Joseph F. Wright, Jr., sls. m. 
WTAR-TV 378,125 50 
Campbell Arnoux, p. & g. m.; 

Robert M. Lambe, gen. sls. m. 


WVEC-TV 170,000 150 
Thomas P. Chisman, p. & ¢g. m.; 


a A. Brauer, Jr... v.p. & 
sls. 

WXEX: TV £15,835 200 

Irvin G. Abeloff, v.p., g.m. & nat. 
sls. m.; George R. Oliviere, loc. 
sls. m. 

WTOV-TV 


A. V. Bamford, g. m. Winston 
Bright. c. m. 
j 501,777 300 
Wilbur M. Havens, g. m. & sls. 
m.; Walter A. Bowry, Jr., asst. 
zg. m. & asst. sis. m. 
WRVA-TV—(12) April 1, ’56 
WOTV—(29) March °56 
WSLS-TV 103,383 100 
James H. Moore, ex. v.p.; Horace 
Fitzpatrick, asst. & c. m. 
WDBI-TV ——— — 
Ray P. Jordan, mng. d.; John W. 
Harkrader, asst. mng. d. & 
ec. m. 


WASHINGTON 

KVOS-TV 216,536 

Rogan Jones, p.; Fred Elsethagen, 
sls. m. 

KEPR-TV 60, . oe 

Thomas C. Bostic, v.p. 
H. R. Cary, sls. m. Satellite « of 
KIMA-TV, Yakima) 

KING-TV 180,900 262 

Otto P. Brandt, v.p. & g. m.; A. 
P. Hunter, c. m. 

KOMO-TV 471,800 254 

W. W. Warren, ex. v.p. & g. m.; 
Bill Hubbach, ¢. sls. m. 

KTNT-TV 471,800 254 

Len Higgins, m.; Larry Carino, 
ec. m. 

KTVW 192,645 

William Veneman, ¢. m.; 
Kilpatrick, ¢. m. 

KHQ-TV 157,129 60 

Richard O. Dunning, p. & ¢g. m.; 
Birney Blair, ¢. m. 

KXLY-TV 155,914 

Richard E. Jones, v.p. & ¢. m.; 
Robert Struble. sls. m. 

KREM-TV_ 157,760 

Louis Wasmer. owner; 
Temple, g. m. 

KTNT-TV (see Seattle) 

KTVW (see Seattle) 

KIMA-TV 60,400 7 

Thomas C. Bostic, v.p. & g.m.; 
H. R. Cary, els. m. 


Robert 


50 
Robert H. 


WEST VIRGINIA 

WHIS-TV 194,488 + 

P. T. Flanagan, st. m.; John 
Shott, sls. m. 

WCHS-TV 498,381 150 

John T. Gelder, Jr.. g. m.; Johr 
L. Sinclair, Jr., sls. m. 


City 


Clarksburg 
iluntington 


Oak Hill 
(Beckley) 


Parkersburg 


Wheeling 


Eau Claire 


Glendale 
Green Bay 


La Crosse 


Madison 


Marinette 
(Green Bay) 


Milwaukee 


Superior 


Wausau 


Cheyenne 


Anchorage 


Fairbanks 


Juneau 


Hilo 


Wailuku 


Mayaguez 


San Juan 


Station Vhi Uhf Color 
WHTN-TV (see Huntington) 
WSAZ-TV (see Huntington) 
WBLK-TV—(12)March °56 
WCHS-TV (see Charleston) 
WHTN-TV 203,000 20 
Fred Weber, p. & nat. sls.; George 
A. Miller, loc.-rgnl. sls. m. 
WSAZ-TV 631,000 200 
Lawrence H. Rogers II, v.p. & 
g. m.: Robert E. White, sis. m. 
WOAY-TV 357,230 
Robert R. Thomas, +. Oe & 6. m.; 
Vic Ludington, sls. 
WTAP 35,902 _ 
Milton F. Komito, st. m.; Jerry 
Burns, sis. m. 
WTRF-TV 315,800 95 
Robert W. Ferguson, ex. v.p. & 


g. m.; H. Needham Smith, sls 
nm. 
WISCONSIN 
WEAU-TV 83,150 _ 
Leo Howurd, ¢. m. & ec. m.; 


Richard Kepler, st. m 
WITI-TV—(6) March °56 
WBAY-TV 235,000 


Burke Farquhar, st. m.: Robert 
C. Nelson, sis. m. 

WMBV-TV (see Murinette) 

WFRV-TV 239,340 — 

Don C. Wirth, v.p. & g.m.; Ward 


O. Gage, rgnl. sis. m. 
WKBT 110,000 —_ 
Howard Dahl. ¢. m.; Robert Z. 
Morrison, Jr., sls. m. 
WKOW-TV 126,900 200 
Ben F. Hovel, g¢. m.: Robert 
Loomer, sls. m. 

WMTV 125,000 — 
Morton J. Wagner, st. m.; Peter 
P. Theg, loc. sis. m. 

WMBV-TV 211,410 
Joseph D. Mackin, ¢g. m.; 
R. Walker, tv. m. 


William 


WXIX 398,255 —_— 
Edmund C. Bunker, st. m.; Theo- 
dore F. Shaker, sls. m. 
WTMJ-TV 781,222 220 
Walter J. Damm, g. m., tv. & rad.; 


Neale V. Bakke, sls. m. 
WISN-TV 782,500 — 
I. E. Showerman, v.p. & &. m.; 

L. A. Larson, asst. m. & sls. m. 
WITI-TV—(6) April °56 
KDAL-TV (see Duluth, Minn.) 
WDSM-TV (see Duluth, Minn.) 
WSAU-TV 81,900 — 
George T. Frechette, v.p. & g. m.; 

Richard D. Dudley, asst. ¢. m 

& c. m. 


WYOMING 
KFRC-TV 49,000 
Wm. C. Grove, g. m.: Charles 
Cahill, c. m. 


s| 


ALASKA 
KENI-TV 20,876 —_— 
Jack D. Ellison, g. m.; James G. 
Duncan, sls. m. 


* KTVA 21,000 —_— 


A. G. Hiebert. g. m. 
KFAR-fv ——— as 
James G. Duncan, g. m. & chf. 


engenr.;: Phil Howarth. sls. m 
KTVF 7,100 — 
Walter A. Welch, m.; John A. 

Griffin. ¢. m 
KINY-TV ——_ 

Wm. J. Wagner, g.m.: Joe Man- 

gan, sls. m. 

HAWAII 
KHBC-TV 89,500 — 
J. Howard Worrall, p. (Satellite 


of KGMB-TV. Honolulu) 
KGMB-TV 89,500 a 
C. Richard Evans, v.p. & &. m.; 

Ralph Davison, Jr., g¢. sls. m. 
KONA 80,000 os 
John D. Keating, ¢. m.: James 

W. Spencer. nat. sis. m 
KULA-TV 75,000 _ 
Jack A. Burnett, exec. v.p. & 


g. 7. M. Franklyn Warren, 
g. sls. m. 
KMAU 89,500 


J. Howard Worrall. p. (Satellite of 

KGMB-TV, Honolulu) 
KMVI-TV 5,000 _ 
J. Walter Cameron. p 


PUERTO RICO 


WORA-TV 25,000 
Alfredo R. de Arellano, Jr., p. & 
gz. m.- Reinaldo M. Dupont, 


asst. m. & c. m. 
WAPA-TV 43.345 —_ 
Delfin Fernandez, ¢. m.; Segis 

Mundo Quinones, c. m. 
WKAQ-TV 75,000 — 
Rafael Deleado Marquez, ¢. m.: 

Jorge Luis Rivero, sls. m. 
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Samovar (Continued from page 49) 


Comrade Repin jump through the hotel 


window. 
Question: Why he jumped? 


Answer: | must explain that Comrade 
Repin was seated on top of set, better 
to observe F.B.I. guards through the 
window, on the street three floors 
below. 


Question: So? 


Answer: So the four horizontal aerials 
suddenly turned red hot, causing severe 
damage to Repin in tender area. 


Question: Did actual television picture 
appear in booby trap appart? 


Answer: Never! Only a cunningly- 
contrived decoy picture of roast turkey 
remained in glass facade throughout. 


Question: Was sample of this interest- 
ing new booby trap obtained for use 
in Soviet Union? 


Answer: Impossible to sneak such 
large article from hotel without de- 
tection! But complete microfilm photos 
were taken secretly for study by Soviet 
science. 


Question: What did you do then? 
Answer: Then I shot Repin. 
Question: Was this shooting necessary ? 
Answer: Absolutely. 

Question: Why? 

Answer: Agent Repin returned from 
jump nearly kaput, unable to travel. 
Question: That’s no reason! Why did 
you shoot nearly-kaput agent Repin? 


Answer: | did it to save delegation 
inconvenience and useless medical ex- 
penses. The Soviet delegation has been 
warned not to waste valuta. 


Question: That’s still no reason! Why 
was damaged agent Repin shot? 


Answer: Repin babbled incoherently 
about my alleged intention to liquidate 
him with an “electric range.” 


Question: Aha! Now we are getting 
somewhere! What is an “electric 
range?” 

Answer: | don’t know. Never saw one. 
Must be new invention Soviet science 
has not discovered yet. 


Question: You claim there are such in- 
ventions? 


Answer: Nyet! nyet! I am _ merely 


quoting Repin. 

Question: Is that why you shot him? 
Answer: It helped. Also because in the 
course of his complaints Repin praised 


America and said he wished he could 
stay there. 


Question: Has his entire family been 
shot? 


Answer: That was taken care of im- 


mediately by coded cable. 


Question: Good! Now, were you eve 
able to gain access to genuine Ameri- 
can television apparat? 


Answer: Da! da! da! 


Has 


uncivilized 


Question: Comrade Samovar 


adopted American 


talk? 


baby 


Answer: Nyet! nyet! | was just being 
emphatic in order to display satis- 
faction with ensuing remarks. While 
F.B.1. slept, 1 discovered a real tele- 
vision apparat, and after solving mys- 
tery of concealed knobs, | used it to 
good effect. 


HOW ADVERTISERS 


Question: So what did you see? 


truth 
may 


inside 


if | 


So I the 
about “American culture,” 


Answer: saw 


use such an expression. 


Question: Use expression sparingly 
and only in this room. What is inside 


truth? 


Answer: Depends what you mean by 
truth? Some great Russian authorities 
say one thing, others say something 
else. According to Dostoevski, the 
truth... 


(Continued on page 121) 





William J. Scripps Assoc. 


Telecommunication Consultants 
1005 Kales Building 
Detroit 26, Michigan 

WOodward 3-1750 
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GET THE MOST 


OUT OF TELEVISION 


In its current series of Product Group Success Stories, TELEVISION AGE goes 
deeply into each field of business, then outlines in detail the many ways firms in these 
fields have met their problems through television advertising. 


Each article includes dozens of actual television success stories. We believe this hard 
hitting material will help show hard-to-sell prospects how they can use tv to build sales. 


Reprints of the first five articles in this series are available at 25¢ each, 20¢ in lots 
of 10 or more. Just fill out the coupon below. 




















: Reader’s Service 
| Television Age 444 Madison Avenue, New York 22, N. Y. 
| Please send me reprints of the following Product Group Success stories: i 
. “Bakeries and Bakery Products,” _ copies . 
1 “Dairies and Dairy Products,” _ _ copies i 
; “Banks and Savings Institutions,” ___ copies 
1 “Dry Cleaners and Laundries,” copies | 
“Groceries and Supermarkets,” copies . 
I “Furniture and Home Furnishings,” copies i 
“Home Building and Real Estate,” _ _ copies 
| Name i 
Position ee | 
Sana - | 
| Address a a 
City Zone State a =. 
Oj! enclose payment [_] Bill me 
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WJBK-TV LEADS IN 121 OUT OF 180 
DAYTIME RATED PERIODS IN DETROIT 


Daytime TV viewing and advertiser interest MON. -FRI., 8 A.M. TO 5 P.M., DECEMBER ARB 
“are on Mameeny, ond bom tem ee hve WJBK-TY, First in 121 Quarter Hour Periods 
show WJBK-TV as the completely dominant STATION B, “ wv 93 " ” ” 
daytime buy for the Detroit area’s 1,600,000 STATIONC, ” ” 21 " ” ” 

TV homes. Here are the figures for the 180 af << 8) Sia ” u " 
weekday periods indicated: TIES 5 " u " 


Further, 50 of these periods on WJBK-TV have ratings of 8.0 or above, comparable 
on a rate card basis to a nighttime rating of 21.0. December Pulse not only 
agrees, but shows WJBK-TV’s position to be even stronger: 26 firsts out of 36 
Monday through Friday quarter-hour strips, 8 A.M. fo 5 P.M. Average rating 8.2. 


Such pulling power means extra selling power for you on 
W4JBK-TV in the rich Detroit and Southeastern Michigan 
market. Cash in on the greater audience you get with 
W4JBK-TV's top CBS and local programming, commanding 
Channel 2 dial position, 1,057-foot tower and maximum 
power of 100,000 watts. 


oon 
Represented Nationally by THE KATZ AGENCY 
National Sales Director, TOM HARKER, 118 E. 57th, New York 22, MURRAY HILL 8-8630 
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Sam OUQT (Continued jrom page 119) 


Question: Proceed with American tele- 
vision report. 


Answer: Medical tortures are openly 


exhibited. 
Question: Why? 


Answer: Obviously to terrify popula- 
tion and encourage sales. And also 
many more refined forms of torture 
are common on American air. For ex- 
ample, half of the hair on a woman’s 
head will be treated with a dressing 
of some kind. For the other half they 
tell her where to go and buy the 
product. 


Question: How do the women react 
to these tortures? 


Answer: There is an old Russian 
proverb, “A woman can smile though 
her heart is breaking because she sees 
no way to get even at the moment.” 
American women smile, but they have 


found a way to get even. 


Question: What way? 


Answer: Polyandry is openly practiced 
and encouraged. 


Question: What? Did you mean to say 
polygamy? 

Answer: In the U.S. polygamy goes 
without saying. 


Question: What is your evidence for 
prevalence of polyandry? 


Answer: One of the most popular pro- 
grams is devoted to consideration of 
My Favorite Husband. Women under- 
stand well enough that to have a 
favorite husband they must have more 
than one. A word to the wise is, ac- 
cording to dialetical materialism . . . 


Question: Do you consider your mis- 
sion a success? 


Answer: Absolutely! Of course, if | 
had stayed longer in America | could 
have learned a good deal more that is 
still wrapped in mystery. 


Question: Such as? 


Answer: Such as significance of peach 
shaving, cigarette tearing, and various 
obscure phenomena. 


Question: You were unable to fathom 


dialectical significance of the phe- 


nomena? 
Answer: | was not the only one. 


Question: What happens in America 
if sponsor is dissatisfied with results 
of survey? 


Answer: The entire personnel of show 
is promptly liquidated! 


Question: What? Do you have definite 
proof of such drastic action? 


Answer: It happens regularly. A col- 


umnist often reports that an entire 
show is slated to be killed by a sponsor 


on a certain date. 


openly 
On that date the entire show disap- 


The slaughter is 
reported in the newspapers. 


pears from the air for good! 


Question: Is this considered legal in 
U.S.? 


Answer: Legal or not, the show re- 
mains as dead as a Moscovy duck. Of 
course, there may be a few protests 
from daring relatives of the perform- 


(Continued on page 122) 


It’s the facts that count... 


EL & siweciried SERVICE 
LX no tenctay warm-up 
© cviminates wino tunners 
NO BURN-IN 

NO SPECIAL MAKE-UP 
PERFECT CAMERA MATCH 
COMPACT CAMERA 

NO REGISTRATION PROBLEMS 
CUTS MANPOWER IN HALF 
NO HOT LIGHTS 


TUBE COST approx. 2c per hour 


MNOAGCAN DO 


COLOR AT MONOCHROME COST 


TELEVISION TRANSMITTER DEPARTMENT . 





ALLEN 8B. 


Best Buy! 


b°s & y-<_| o7- Si 


DU MONT LABORATORIES, INC., 


CLIFTON, N. 


4. 











122 February 1956, Television Age 





Sam OUAT (Continued from page 121) 


ers, but if they are not numerous 
enough to hurt sales, the sponsor 
ignores them and proceeds with the 
purge just the same. 


Question: Ha! And yet they dare to 
blame the Soviet Union for occasional 
minor purges! How do you explain 
this, Comrade Samovar? 


Answer: It’s easy. In a capitalist state 
the sponsors assume the duties of 
government. They slaughter shows 


BMI For Service 





without hesitation, just as in the pro- 
leterian state entire villages. . . . 


Question: What's that? 


Answer: Let me put it this way. Ruth- 
less purges are mainly responsible for 
the colossal development of commercial 
television in the United States! 


Question: Is that so? And who would 
you say invented purges, Comrade 


Samovar? 


Answer: Should I credit men or na- 


tiens? 


in TV 


Service continues to be one of the basic 
theme songs at BMI. Not only are its 
facilities offered to its TV licensees, but to 
producers, advertising agencies and their 
clients, TV film distributors, music con- 
ductors, directors, and everyone in TV 
concerned with music and programming. 
This service is apparent in the day to day 
activities of BMI and is provided in many 
forms, such as: 


@ Assistance in the selection or creation 


of music for theme, background, 


bridge, cue or incidental mood music 


@ Aid in music clearance 


@ Help in protecting music ownership 


rights 


@ Answers to questions concerning 


copyrights, music right for future 


residual usage and help in solving 


all other problems concerning the use 


of music in TV 


Let BMI give you the 
TV Music Story today 


Call or write BMI TV SERVICE Department 


BROADCAST MUSIC, INC. 


589 Fifth Avenue, New York 17, N. Y. 


NEWYORK «+ CHICAGO -« 


HOLLYWOOD 


TORONTO 


MONTREAL 








Question: It is probably safer to credit 
nations. 


Answer: Then the great Soviet Union 
is the real inventor and still champion 
of purges! We have the biggest and 
the best purge apparat.... 


Question: Then we have everything 
that is needed for colossal development 


of television in Soviet Union? 


Answer: Not everything, comrades, 
not everything. Did you ever hear of 
Madison Avenue in Moscow? 


Question: What has that got to do 
with the problem? 


Answer: Madison Avenue is an Ameri- 
can invention that has a lot to do 
with it. 


Question: So why can’t you, as all- 
Soviet television -commissar, invent a 


Madisonsky Prospekt in Moscow? 


Answer: Well, as the great Nikita 
Khruschev says, when that happens 
you really will hear a lobster whistle 
the /nternationale. 


Question: What do you recommend as 
solution to Soviet television problem? 


Answer: Well, if 1 could go to United 
States again .... 


Question: If you went to United States 
again, would you return to Soviet 


Union? 
Answer: How can you ask? 


Question: It’s easy, Comrade Samovar. 


Comes from long experience. Would 


you really like to go on good will tour 


to foreign parts? 


Answer: Yes! I am always at the 
service of the great Politburo. Send me 
anywhere you like! 

Question: Good, we will send you 
where you can rub noses with the late 
Comrade Repin. 


End of Samovar Report 





The most respected name 
in television ... 


ATLANTIC TELEVISION 
CORPORATION 


130 West 46th Street, N. Y. C. 


oon: 
“The Champion” Package of 13! 
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| QUALITY... 














&, keeping with our policy of offering 
the finest in quality feature film enter- 
tainment for television...we are proud 
to announce that through arrangements 
with Mr. David O. Selznick, NTA has 
acquired a gallery of masterpieces by 
some of the premier motion picture 
producers of our time... 


} Mr. Alfred Hitchcock 
"Mr. Dore Schary 


and 

Mr. David O. Selznick 
These incomparable films will be offered 
under the title of 





t “Selznick Presents..." 


| truly a milestone in television 
entertainment. 


In a tradition of quality...another step 
by NTA in bringing the finest in motion 
picture entertainment to the television 


Since You Went Away Portrait of Jennie audiences of America. 
; I'll Be Seeing You The Farmer's Daughter 
Notorious Intermezzo 
The Paradine Case The Spiral Staircase & os. rs ele > 
Bill Of Divorcement Garden Of Allah hows 


Ely A. Landau, Pres 
National Telefilm Associates, Inc. 


National Telefilm A ssoctales, INC. 60 West 55th Street, New York, N. Y. + Plaza 7-2100 




















Wall St. (Continued from page 91) 


Croft Co., a brewery company were 
negotiated. Croft had sold its brewery 
in 1952 to Narragansett Brewing Co. 
and National’s management believed a 
merger with Croft would increase Na- 
tional’s cash and working capital. At 
the time of the merger Croft had tax 
loss carry forward of $448,597. Here 
again though there was a second ac- 
quisition under way. National had 
acquired in January, 1954 54,081 
shares of stock of the B/G Foods, Inc., 
operating a chain of 43 specialty type 
restaurants in 12 cities including some 
opened in Sears Roebuck stores. The 
stock represented 43% of the B&G com- 
mon outstanding. A little later in the 
year, however, the B&G stock was re- 
sold at a slight profit. 

The Croft Co. technically absorbed 
National Phoenix and then changed its 
name to the C&C Super Corp. The 
authorized number of shares jumped 
from 2 million to 8 million shares and 
the new company was ready for its 
excursion into the field of television. 

In 1955 the new C&C Super Corp. 
again increased its number of author- 
ized shares from 8 million to ten mil- 
lion shares. Of the original eight mil- 
lion there were six million already 
issued or reserved for issuance for 
options. Then in April of last year 
C&C agreed to purchase all capital 
stock of Western Television Corp. To 
acquire Western Television — which 
owned a library of 800 films — C&C 
Super was to pay out 1,575,000 shares 
of its stock (priced at $214 at that 
date) and to give options on another 
million shares of C&C stock to the 
owners of Western Television stock 
who were Matthew Fox and the afore- 
mentioned William Zeckendorf. 


Few Shares. There were only 63 
shares of Western Television stock out- 
standing at the time of the negotia- 
tions. Mr. Zeckendorf paid Mr. Fox 
$1 million cash for 23 shares just prior 
to the negotiation. For his 23 shares 
he received 575,000 common shares of 
C&C Super and a five-year option on 
another 400,000 shares. The option 
price is scheduled to rise from $2.25 
in the first year to $3 in the fifth year. 
Mr. Fox received one million shares 
outright and options on another 600,- 
000 shares. Thus by virtue of his tele- 
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vision backlog Mr. Fox became the 
major stockholder in the C&C Super 
Corp. Mr. Zeckendorf had, prior to 
this, owned personally or indirectly 
through his corporations over 200,000 
shares of C&C Super stock prior to 
this acquisition of Western. Thus Mr. 
Fox and Mr. Zeckendorf became the 
major shareholders of C&C Super. 

Why did C&C want Western? Here’s 
an education to investors on the value 
of tv time — especially spot time. West- 
ern had paid $8,728,000 to build up 
its inventory of films. And as of March 
31, 1955 Western’s outstanding licenses 
called for future cash payments aggre- 
gating $2,905,661 and the making 
available to Western of spot time with 
a cash value of $10,478,611. Moreover 
Western had borrowed $2,900,000 
from Walter Heller & Co., Inc., of 
Chicago by giving Heller a mortgage 
on its tv films and proceeds from its 
spot accounts until the indebtedness 
was paid off. 

There, in summary, is the history of 
the corporation, that last December 27 
announced it had acquired all the films 
from RKO Radio Pictures for tv use. 
Even in acquiring the films from RKO 
it is understood that Mr. Fox, who be- 
came head of a new subsidiary C&C 


Television Corp., was able to sway some 


financial influence to his side by of- 
fering to provide some select tv time 
spots to a key advertiser in return. 


Sees Early Profit. Mr. Fox believes 
that in a four-year period in the U.S. 
market he will recoup completely the 
$15.2 million he paid for the films. 
He is already at work negotiating for 
the disposition of the short subjects to 
another film distributor. On the other 
hand he is expected to announce some 
unique distribution methods. For one 
he will assign a print of the films each 
station wants to the tv station per- 
manently. The station will keep the 
print until it just can’t or won’t show 
it anymore. In this manner Mr. Fox 
hopes to keep the cost of printing, 
distribution and personnel at a mini- 
mum. Meanwhile he contends he can 
make just as much or more on the 740 
feature films by reissuing them for 
theatrical use abroad. 

Since reissue American films have 
done well abroad in the past and since 
they are not subject to the same quota 
restrictions as new films there are sev- 


eral factors in his favor. In addition, 
many of the RKO films, are dubbed 
for foreign sound tracks which means 
that when they are exhausted for thea- 
tre showing they will be still available 
for foreign tv screening. 

But whether this means any sharp 
increase in the earnings of C&C Super 
Corp. is still to be determined. With 
over 7,500,000 shares outstanding and 
another one million shares under op- 
tion it will take considerable earning 
leverage to push the stock higher. In 
any event C&C Super now occupies an 
important place in the television film 
programming picture. 


High-Low Last 


Stock 1955-56 Quote* 
ABC-UPT 3314-22% 26% 
ADMIRAL 30%4-20 20% 
AVCO 8%- 5% 7% 
CBS 32-22% 25% 
DU MONT LABS 17%- 8% 8% 
EMERSON 16%4-11% 13 
GENERAL ELECTRIC 57%-46% 53% 
HOFFMAN 3154-20% 23 
MAGNAVOX 41%-23 35% 
MOTOROLA 60% -441%4 45% 
PHILCO 435-30 32% 
RCA 5536-36% 43% 
RAYTHEON 253%4-13% 17 
STORER 291%-20% 23% 
SYLVANIA 49%-41 413% 
WESTINGHOUSE 83%4-53% 57% 
ZENITH 142'4-86 130 

Over-the-Counter Stocks 
Bid-Askedt 
CONSOLIDATED TV 16%4-17 
GUILD FILMS 3%- 4% 


OFFICIAL FILMS 2Y%-2-11/16 


* As of the close, Jan. 24, 1956. 
t As of the close, Jan. 25, 1956. 








Wash. Memo. (Cont'd from 75) 


Survey which devotes much of its 
attention to checking tv commercials 
for false claims and misrepresentation. 


JUSTICE INVOLVED. The Depart- 
ment of Justice, through its anti-trust 
responsibilities, has become involved 
with television on several fronts. It has 
stepped in to prevent restrictions on 
televising of baseball games. It has 
taken action on alleged patent monop- 
olies in the manufacturing field. More 
recently, it obtained a grand jury in- 
dictment against the International Box- 
ing Guild for interfering with so-called 
“studio boxing shows” scheduled for 
telecasting. 

The Department of Agriculture’s 
Office of Information includes a Radio- 
Television Service which has been pre- 
paring and distributing film for a num- 
ber of years for use on tv stations to 
help farmers with their operations. 


























WBAP-TV 
NOW IN ITS 


FIRST DAILY COLORCASTING 


“TEXAS LIVING” — attractive Margret 


% On the air in the Southwest McDonald gives latest fashion, food, 


%* With COLOR, in Texas beauty tips — a top-ranking women’s 
: show! 

% With full power, tall tower = “THE JONES PLACE” —a tremendous- 

(1 113 ft.) ly popular western-style show, starring 


Neal Jones. Just two examples of lo- 
cal color programming for introducing 
and testing new products in dramatic 
color presentation. 


* With city grade service in 
both cities 


“NBC MATINEE” — full hour of top dramatic entertainment each day, 
in vivid network color! Available only on WBAP-TV, Channel 5 — 
now in its 3rd year of colorcasting! 
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fl A NEW NAME...AND A NEW HOME 


A change is being made in WXEL, Channel 8 in Cleveland. : 


\\ . A change in name that has a logical association, that makes for easier identity. Sharing the 
\ \ Storer Broadcasting Company banner with veteran radio station WJW, Cleveland’s WXEL | 
ff becomes WJ W-TV. And along with the change in call letters comes a change in the 
K home of these two sister stations. In the heart of downtown Cleveland is a handsome new 
Hi Williamsburg colonial structure — better-than-ever able to serve its clients and the public. | 


\ i Come visit us soon—there’s a hospitable welcome awaiting you! a 


in Cleveland, keep your eye on channel 8 





WJIW-TYV...Cleveland’s Basic CBS Television Outlet 
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In the picture 


The McCann-Erickson agency has integrated its publicity and 
public relations services into Communications Counselors, Inc., a 
newly formed, affiliated company. Frank White (1), board chair- 
man of McCann’s International division, will also chair the new 
subsidiary, while its president will be W. Howard Chase (r). 
Mr. White is well known to broadcasters as a former vice president 
of CBS and president of Columbia Records, Mutual and NBC. 
Mr. Chase, 46, is a University of lowa grad (Phi Beta Kappa), 
also attended Iowa State, London School of Economics, the Sor- 





bonne and Harvard. 


The same agency, McCann-Erickson, has also named two new 
vice presidents to serve as associate directors of tv-radio: Ted 
Bergmann (1), former managing director of the Du Mont Network, 
and Lansing Lindquist (r) heretofore a v.p. at Ketchum, 
MacLeod & Grove. Bergmann, starting at NBC in 1941, joined 
Du Mont after the war for his quick rise to the top. During the 
war, he directed SHAEF radio studios and held a p.r. post with 
Eisenhower. Lindquist, a p.r. officer for MacArthur in Tokyo, 
started at WHO Des Moines in 1931, rose to executive positions 
with Cowles Broadcasting and joined KM & G after the war. 





Se Howard D. Williams (|) and his son, David B. Williams (r), 
have acquired ownership of Erwin, Wasey & Co., an international 
agency that does about a $35-million volume. Keeping the agency 
name—and policies—the elder Mr. Williams, president since 1946, 
becomes chairman, while his son, heretofore executive v.p., assumes 
the presidency. An MIT man, Howard D. Williams entered the 
agency in 1933 after retirement as a vice president of National 
Cash Register, where he had served 18 years. David Williams, a 


Harvard man (magna cum laude and Phi Beta Kappa), started in 





the Chicago office as a trainee at the age of 25, after the war. 


Lawrence Valenstein (r), founder and presi- 
dent of Grey Advertising, has become its first board 
chairman. He will also chair the executive committee 
of the $30-million-plus agency. He is succeeded as 
president by his executive v.p., Arthur C. Fatt (1), 
who has been with Grey in a series of executive posts 
since 1921. Mr. Fatt, in turn, is succeeded by former 
accounts supervisor Herbert D. Strauss, whose 
service with Grey goes back 19 years. Earlier, he 
was with Bausch & Lomb, The New York Times. 





Television Programs of America has a new vice president in William H. Fineshriber Jr. 
Mr. Fineshriber will direct both national and syndicated program sales in New York City 
which, with his association, becomes the fourth TPA division. In radio for more than 20 years, 
Bill, a Phi Bete from Princeton, started with CBS in 1931. He left to join MBS, rising to 
become executive vice president and director of Mutual and General Teleradio. In 1953, he 
became associated with NBC as vice president and general manager of both the radio and 
television networks. Bill has been active on industry committees like the NARTB and Broadcast 
Advertising Bureau, on charitable organizations like the National Community Chest and the 
National Foundation for Infantile Paralysis. He and Mrs. Fineshriber have two children, 
Joy, 19, and William, 16, and live in New York City. 





February 1956, Television Age 127 








In the picture 


The Television Bureau of Advertising makes the final addition to its executive team with 
Gene Accas, newly named director of operations. As such, he’ll coordinate internal affairs 
and direct research and sales promotion. Also Phi Beta Kappa—from Syracuse University— 
Accas took his Master’s from the Fletcher School of Law and Diplomacy. But he turned 
from foreign relations to market relations when he joined Foote, Cone & Belding’s research 
dept. Subsequently, he signed on at NBC as a sales promotion writer, left to go to ABC. At 
the latter network, Mr. Accas has managed, in order, sales development, owned-and-operated 





station sales development and sales promotion. Now he resigns as director of research and 
sales development to take over his TvB duties. Gene lives in Manhattan and reports his 





avocational interests as Civil War history and American musical comedies. 


Vice president in charge of press information and advertising—that’s the new ABC title 
of Michael J. Foster who leaves a longtime stand at CBS to join ABC where, in his new 
post, he will head up the publicity, promotion and advertising departments. Mike had been 
at CBS since 1938, most recently as manager of press relations for CBS Television. Before 
that, he was with the New York Journal-American and The New York Times as a sportswriter 
and reporter. His record also includes an LLB from Fordham University (he is a member 
of the New York bar) and a BS from the City College of New York. Mike saw four years’ 
service during the war, was mustered out a captain in 1946. A native New Yorker, he lives 
in Manhattan and, on his days off, likes to read, swim, play handball or chess. He assumed his 
new ABC responsibilities Jan. 30. 





The exchange between NBC and Westinghouse Broadcasting of 
tv and radio stations in Cleveland and Philadelphia has been 
completed. The Philadelphia outlets, wetz (Tv) and Kyw, now 
held by NBC, will become wrcv-Tv and wrcv Feb. 13, with Lloyd 
E. Yoder (r) as general manager for both stations. The Cleveland 
properties, WNBK (TV) and wTAM, are to be known as KYW-TV 
and KYW on the same date, with Rolland V. Tooke (1), Westing- 
house v.p. in charge. Mr. Yoder’s been with NBC since 1927, except 
for three years in the Navy as a lieutenant commander. Mr. Tooke 
joined wetz in 1945, moved with it to Westinghouse in 1953. 





The separation of Storer Broadcasting’s tv from its radio operations has resulted in the 
appointment of Allen L. Haid, heretofore vice president and managing director of wsPp-tv-am 
Toledo, to the same post for the tv outlet. “Dutch” Haid’s broadcasting history goes way back 
to 1926 when he was on the talent-side of the mike, but he didn’t join Storer until 1937 when 
he signed on as an announcer for wwvA Wheeling, W. Va. He gradually shifted into admin- 
istrative jobs, however, and served as manager of Storer properties in Zanesville, Ohio, from 
1942; Fairmont, W. Va., from 1946, and Cincinnati from 1951. He moved to Toledo late in 
1951 to assume dual management of video and radio and now, as noted, is head man for 
WSPD-TV, his company’s first tv outlet and its last to separate operations. Mr. Haid has served 
as a vice president of Storer Broadcasting since 1948. 





General manager of wBuF-Tv Buffalo, NBC’s uhfer, is Charles C. Bevis Jr. who, at 39, 
has 20 years’ experience in broadcasting. Bevis started as an NBC page in 1936, moved into 
news and special events three months later and was on his way. After wartime service (as a 
dive bomber pilot in the famous “Top Hatters” squadron), he rejoined the network as 
executive assistant to the v.p. in charge of television. He then managed station relations for 
tv and, in 1948, supervised inception of WNBK, the network’s Cleveland outlet. After a year as 
WNBK’s general manager, he returned to New York as director of all NBC-owned tv stations. 
He was named general manager of KoA Denver in 1951, serving until NBC sold the outlet and, 
since then, has worked as staff assistant for owned stations and spot sales. Mr. Bevis is a native 
New Yorker, too, an NYU alumnus and the father of two. 
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Newsfront (Cont'd from page 74) 


RKO TELERADIO CORP. For the 
television industry an important and 
interesting facet of the RKO film sale 
was the favorable position in which 
it put the seller, RKO Teleradio Pic- 
tures. RKO Teleradio, a subsidiary of 
General Tire and Rubber Co., is the 
corporation formed by the FCC ap- 
proved merger of General Teleradio 
and RKO Radio Pictures Inc. Thomas 
F. O'Neil is General Teleradio presi- 
dent. Under the merger RKO be- 
comes the motion picture production 
and distribution division and General 
Teleradio continues as a division 
operating the parent firm’s radio prop- 
erties and six television stations. 

General Teleradio had originally 
paid Howard Hughes $25 million for 
RKO Radio Pictures last July. Sale 
of the feature films and short subjects 
for $15.2 million was followed within 
a few weeks by the sale of two un- 
released movies, The Conqueror and 
Jet Pilot back to Mr. Hughes for $8 
million cash. To this will be added 
approximately $4 million for distrib- 
ution of the films. Thus RKO Tele- 
radio has now received $20.2 million 
in cash from the properties. In ad- 
dition RKO Teleradio has retained 
rights to all of the pictures sold to 
C&C Super for use on its six television 
stations and the first run network or 
national tv showing rights to 150 
selected feature films from the group. 
These revenues and rights are expected 
to be worth an additional $6 million. 
This brings the total value of deals 
already made in relation to the RKO 
properties to an estimated $33.2 mil- 
lion. 


Republic Races RKO 


Republic Pictures hopes to get its 76 
features on the market ahead of RKO 
through its subsidiary, Hollywood 
Television Service. Its “Silver Group” 
made up of 24 features, each costing 
more than $1 million, includes seven 
John Wayne pictures. (John Wayne 
is the star of The Conqueror and Jet 
Pilot). Some other stars included are 
Vera Ralston, Gail Russell, 
Trevor and Susan Hayward. Most of 
the other pictures included in the 76 
titles are adventure and action features. 


The 105 pictures which Columbia is 


Claire 





THOMAS F. O’NEIL 
Position is favorable 


offering to television through its sub- 
sidiary, Screen Gems, represents only 
10 per cent of the films which the com- 
pany has in storage. Columbia had 
been considering release of the pic- 
tures before the RKO sale was made. 
It is expected that this development 
may speed rental of additional fea- 
tures. 

The Universal films feature Brode- 
rick Crawford, Olsen & Johnson and 
Abbott and Costello among others. 
National Telefilm has acquired tv rights 
to an additional 22 feature films, bring- 
ing the total to 30. The announcement 
of the acquisition of these films fol- 
lowed shortly after the news of the 
purchase by NTA of 11 feature length 
pictures from David O. Selznick. 


Meanwhile the supply of short ma- 
terial has increased considerably. 

Paramount Pictures has signed an 
agreement to sell 1,600 of its library 
of 2,100 short subjects to UM&M Ty 
Corp. for $3 million. The agreement 
covers all Paramount short subjects 
made up to September 1950. The same 
distributing company is reported to be 
dickering with C&C Super for the short 
subjects they acquired in their agree- 
ment with RKO Teleradio. 

CBS has purchased 1,100 Terrytoon 
animated cartoons for tv use. These 
cartoons have previously been distrib- 
uted through Twentieth Century Fox. 

In another move Trans-Lux Corp. 
has obtained control of some 700 edu- 
cational and historical films from the 
Encyclopedia Britannica films for dis- 
tribution to theatres and tv. 

Opinions differ as to whether the 
large number of feature films and 
short subjects becoming available will 
develop an unhealthy market condi- 
tion. Programming experts, pointing 
to the trend toward longer telecasting 
days and increasing number of sta- 
tions, believe that the new material 
will only serve to fill the need. Some 
of the more pessimistic think the new 
film will serve to depress prices. 

No matter which of these opinions 
may prove to be correct it is certain 
that the quality of film fare available 
to television viewers is due to be raised 
several notches in the months to come. 
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Don Kearney, v. p. and sales chief 
at ABC Film Syndication, has a four- 
year-old son, George, who is undoubt- 
edly a perfect specimen of a successful 
collaboration between heredity and en- 
vironment. Master George was view- 
ing a recent session of Ding Dong 
School during which Miss Frances 
asked the children to call Mommy 
into the room. George called. Mommy 
Kearney came. Miss Frances then pro- 
ceeded to tell that she was thinking of 
making some changes in the program 
but, of course, she wanted to find out 
which parts the children liked best so 
that she would be sure to keep them in. 
“Would Mommy find out?” Whereby, 
Mommy Kearney dutifully turned to 
George and asked, “Which part of the 
program do you like best?” Loud and 
clear George replied: “The Sweetheart 
Soap commercials.” 

And talking about commercials, the 
most original and _ attention-holding 
spots around — but only in middle 
Atlantic markets —are the cartooned 
Piel Bros. beer minutes and 20's. UPA 
produces them; Ed Graham, a Y&R 
copy wiz, created the idea and writes 
them, and comedians Bob and Ray are 
the voices of the two Piel Bros. Bob 
is the tall, thin, low-keyed Harry Piel; 
Ray, the short, stubby, hard-selling Bert 
Piel. In real life there are several Piel 
Bros. but none named Harry or Bert 
or even Bob or Ray. The real Piel 
Bros. have nothing to do with the man- 
agement of the brewery. They are all 
stockholders though and after this 
campaign will probably love Harry and 
Bert and even Bob and Ray like bros. 

ee ot ue 

There’s a prominent tv producer in 
New York whose talent is exceeded 
only by his ability to pinch pennies. 
One time when he invited a network 
executive to his Long Island home for 
dinner, the producer ended his detailed 
directions on how to drive to his place 
thisaway: “That bridge you come to 
just before getting to our street is a 
toll bridge. And, if I were you, I’d 
pay the dime toll. I’ve tried to get 
around it but the shortest by-pass I 
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could find takes you 18 miles out of 
the way.” 
oe wt oe 

Favorite Madison Avenue story of 
the month: When an elevator in a tall 
Madison Avenue office building, hous- 
ing a few large ad shops, stopped at 
the 16th floor on its way down the 
other p.m., it was so crowded that the 
operator allowed only one additional 
grey-flannelled passenger to squeeze in. 
In fact, this last entrant, a distin- 
guished, executive type, couldn’t even 
turn around and face. forward once the 
car doors were closed. He stood look- 
ing at the grave faces before him for 
a few seconds as the car started down, 
then cleared his 
briskly: 
wondering why I called this meeting 
this afternoon.” 


throat and _ said 
“Gentlemen, I suppose you're 
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Dining out: The other day one of 
our editors had a phone call from a 
fellow who allowed that he was going 
to be handling the publicity for a new 
film distributor. “I'd like to get to- 
gether with you,” the caller said. “Fine, 
whenever you say,” was our editor’s 
reply. “Could I come to your office?” 
the p.r. guy asked, then added quickly, 
“I’d offer to take you to lunch, but, 
you see, I’m not sure of the setup 
around here yet. Don’t know if I’m 
going to have an expense account. 
And, to tell you the truth, I’m not even 
sure I’m going to get paid.” 
% oe * 
Television in and out: 
In: The City Council of Medford, 


Ore. has a special recess at its weekly 





Tuesday night meeting so that the 
members can view CBS Television's 
Phil Silvers Show. /n order for the 
local legislators to be able to do this, 
KBES-TV, the Medford CBS affiliate, 
presented the council with a tv set. Un- 
doubtedly an under-the-table model. 

Out: A man in Passaic, N. J. re- 
ported to police that a tv set had been 
stolen from the flat roof of his home. 
The set, protected by a wooden box, 
had been put up there so that he could 
sit out on the roof and watch baseball 
games — which his wife doesn’t enjoy. 

His wife has a tv 
the house. 


set of her own in 


oo ae t 
Ed Reich of the Erwin, Wasey agency 
in L. A., has a candidate for our 
“Sounds Like” department. 
that whenever he hears the name of 


Ed writes 


the Chicago agency, 
Marley and Hodgson, 


Aubrey, Finlay, 
it sounds like 
someone trying to start a model T. 

at + a 

The winner of last month’s Some- 
body Goofed contest is Ruth E. Echols, 
secretary to Richard W. Hughes in the 
Atlanta office of Edward Petry & Co., 
the. station rep firm. Miss Ruth chose 
red as the color of her award-winning 
yo yo on which her name will be 
stamped in gold. She correctly found 
the goof in a tv film which showed 
Marco Polo being tortured for some- 
thing he had done in league with 
Genghis Khan. 

“Unless Marco Polo had a good me- 
dium (besides television) ,” writes the 
“he couldn’t possibly 
have conspired with Genghis Khan as 
the old boy died about 27 years before 
Marco's birth.” 

Miss Ruth couldn’t be righter, as 
were scores of others, but she was fast- 
est on the comeback to us. Genghis K. 
died in 1227, Marco P. was born in 
1254, died in 1323. The Khan the film 
obviously had in mind was G. K.’s 
grandson, Kublai K. (1216?-1294). 


Incidentally, we give no credence 


winsome winner, 


whatsoever to the suggestion, coming 
from a Tulsan, that the film’s plot had 
something to do with Rita Hayworth. 








Monday thru Saturday 1:00 p.m. 


No question about it ... the Quiz Club can increase your 
sales because this exciting and popular television show is in 


a perfect time slot featuring two great personalities . . . Brent 
Gunts and Jay Grayson. Both have long and excellent rec- 
ords in TV experience. They greet studio guests with samples 
of advertised products. Actually the Quiz Club offers 


a night-time audience at day-time rates. 














In color or monochrome . . . WKY-TV’s proven leadership in cover- 
age, penetration and audience acceptance in the large area of Okla- 


homa which it serves, assures the advertiser of a maximum audience 
for his sales promotion “picture.” 


Now in its 7th year of progressive operation, WKY-TV is years ahead 
in technical and production know-how in black and white TV .. . and 
leads the nation in accumulated color TV experience! 


Contact your Katz representative for the latest Pulse and A.R.B. 
evidence of WKY-TV’s rating dominance . . . and while you're at it, 
ask him about the Oklahoma SALES-SUCCESS of satisfied clients who 
are enjoying the beautiful “sales picture’ WKY-TV paints for them! 


Owned and operated by THE OKLAHOMA PUBLISHING COMPANY: The Daily Oklah , Oklah City Times, The Farmer-Stockman, WKY, WSFA, & WSFA-TV 
Represented by THE KATZ AGENCY 











